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SALESROOMS. 
New Yorr, Cuicaco, San Francisco 


HARDWARE AGE 


GET THE MAN INTERESTED 


How many profitable sales of silverplate are you allowing to slip 
through your fingers because you do not think to suggest the 


matter? 


Many a man would welcome a sugges- 
tion that would help solve the puzzle of 
what to get for his wife on the occasion 
of her birthday or their wedding anni- 


versary. 


A timely hint, or even a card in your 
window suggesting silverplate may mean 
sales for you. A man does not usually 
think about household needs as does a 
woman, but often, when the suggestion 


is made that a chest or tray of silverware 


would please his wife, he is quick to take 


the hint. 


Many more sales of silverplate can be 
made to men by the dealer who remem- 
bers to suggest it. Why not tell a good 
customer, now and then, that you will 
send over to his house a set for him to 
show his wife? It’s easy to make many 


more sales if you try. 


For display and advertising helps write 
Sales Promotion Department, Interna- 
tional Silver Co., Meriden, Conn. 
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SILVEA PLATE 





CANADA: rekasedh. « Suver ComMPANY 
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class matter May 


IGE. oe weekly by the TRON AGE PUBLISHING CO., 
22 1913, at the Post Office at New York, under the Act 


2he. each. 


at 239 West 39th Street. New York, N. Y.. U. 8S. A. Entered as second 
of March 3, 1879. (Printed in U, 8S. A.). $5.00 per year. 
. 118, No. 9. 


Single copies 
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Made from spe- 
cial V&B formula 
Vanadium Steel. 
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6 Special non - slip 
d claw that grips 
; either brad _ or 
: spike. 
: Good Friend 
| * 
every time 7 
| Vanadi 
Ste el Hammer’ % 
“After all,” said a successful store instance: the store 
salesman, “the most valuable asset a used to carry six differ- 
salesman can build up is—friends. ent makes, but since they 
. The man who can win the confidence have made me responsible 
- of the greatest number of tool buyers for the tool department, | 
’ will sell the most tools—and the sup- have reduced the line to two 
plies that go. with them. —the several grades of V&B 


“Winning confidence is a matter of —and a very cheap line of 
knowing the truth about a tool and cast steel hammers—which I 
telling that truth in an interesting, frankly use as ‘horrible ex- 
convincing way. [ amples.’ 
try to get at the “Tl make a friend every time [| 
facts about atoolin sell a V&B Vanadium Steel Ham- 
two ways. First, [ mer—and that friendship makes every 
study the manufac- 
turers’ cata- 

le 4 —. logs and, 

y —_ next, I get 
2 £zE out in the 

Sa shops and 
i z 7 among the 
: F study the angfecurs workmen, 
watch them; 
ask them 
questions and ‘learn their language.’ 


“In this way I have earned a repu- 
tation for knowing tools—to a point 
where all sorts of skilled workmen 
come in and ask my advice—and act 
on it. a make a friend — 

“T believe in concentrating on a few soery foes 6 
high-class lines. Take -r taeedi for ii 


VAUGHAN & BUSHNELL 
























Handle is 





es Ave. 





~ Chicago, lll. U.S.A. 











best grade seasoned 
second - growth white 
hickory hand shaved. 


V & B customer a customer for all 
his other tool and supply purchases. 

“It is really a wonderful hammer. 
The Vanadium steel gives it strength 
and endurance— with unbreakable 
claws. 

“The clever patented wedge makes 
the head stay on. The hickory handle 
is the best on any hammer. 

“T call it a ‘certified’ hammer in my 
sales-talk; and tell my customers 
about the severe tests the Under- 
writers Laboratories subjected it to, 
before they gave it their approval 
and the right to use their label.” 





clever patented wedge makes the 
head stay on” 


Store salesmen are invited to send 
for our catalog and circulars. Let 
us help vou build up an effective sell- 
ing talk on all V & B tools. 
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Kem ington, 


Announces a Remarkable New 


Development in Ammunition 
and offers 


*500.00 


in Cash Prizes for a Name 


ARDWARE and Sporting Goods Deal- 

ers naturally look to Remington as the 
leader in improving arms and ammunition. 
Now Remington is looking to them, and to 
themen behind the counter, tosupply aname 
for oneofthemost remarkable achievements 
in the long list of inventions and innovations 
which have won this undisputed leadership. 


To summarize, Remington made the first: 


1—Hammerless solid-breech repeating shotgun. 
2—Hammerless autoloading shotgun. 
3—Successful high-power slide action repeating rifle. 
4—Lock-breech autoloading rifle. 
5—Paper shot shells and metallic cartridges success 
fully manufactured in the United States. 
6—Primer adapted to smokeless powder. 
7—Battery cup for best quality paper shot shells. 
8—Cartridges for automatic pistols. 
9—Standard high-power smokeless cartridges for big 
game autoloading rifles. 
10—.410 gauge Shotgun Shells in the United States. 
11—Nickeled Primer. 
12—-Oil-proof Automatic Pistol Cartridges. 
13.22 calibre autoloading rifle to use regular .22 shorts. 


Remington Game Loads were the first and 
are the only shotgun shells loaded scienti- 
fically to a uniform standard of velocity, pat- 
tern and penetration with a moderate re- 
coil, and the new Nitro Express Loads, which 
head this line, are the longest range shells 
ever produced within the limits of breech 
pressure safety. 


It is difficult to add glory to such a record, 
but Remington’s latest invention is one of 
the most important contributions ever made 
toward the perfection of metallic ammuni- 
tion. Remington has patents pending on a 
formula for a priming mixture that elimi- 
nates rust, corrosion and barrel pitting. 


When cartridges containing this mixture are 
used exclusively, it is not necessary to clean 
the inside of the barrel, because instead of 
depositing salts which absorb moisture and 
cause rust, as do other priming mixtures, it 
coats the inside of your rifle barrel and makes 
an ordinary barrel rust-proof, stainless, and 
non-corrosive. The use of cartridges primed 
with this mixture will prolong barrel-life 
indefinitely. For the average shooter, barrel 
accuracy will be maintained for a lifetime. 


Remington Rimfire .22s, smokeless and 
Lesmok, with this new priming mixture, 
are sure to be in tremendous demand. It is 
to your interest to have a name for them 
that will help your sales. Also, you may win 
a valuable cash prize by sending in a good 
name for them. 


PRIZES 
First Prize, for the best name ....... $250.00 
Second Prize, for the next best name. . . . 100.00 
Third Prize, for the next best mame .... 75.00 
Fourth Prize, for the next best mame. . . . 50.00 
Fifth Prize, for the next best mame. .... 25.00 


Conditions of the Contest 
All letters must reach the Remington Arms Co. Offices at 
25 Broadway, New York, by 5 P. M. on September 25, 1926. 
Letters should not contain more than fifty words. 
All names sent in become the property of the Remington 
Arms Company. 
If two or more people submit the same prize-winning names, 
the prize tied for will be awarded to all such contestants. 
No employee of the Remington Arms Company is eligible 
to compete. 
Prizes will be awarded and the winners announced by 
October 15, 1926. 
The judges in the contest are Robert K. Leavitt, Secretary 
of the Association of National Advertisers; Ray P. Holland, 
Editor of Field and Stream, and Frederick C. Kendall, Edi- 
tor, Advertising and Selling Fortnightly. 


Remington Arms Co., Inc. 


25 Broadway 
© 1926. R. A. Co. 


Established 1816 


New York Ciry 





Ammunition Shotguns 


Rifles 





Game Loads 


Cutlery | Cash Registers 














August 26, 1926 











August 26, 1926 HARDWARE AGE 5 


STANLEY MERCHANDISING HINTS 
SUBJECT No. 17 


2 Yo) fa Com LOle yo’ 


Bolt head of solid stock— sherardized. 


Piano-wire spring—sherardized. 


Bolt reversible for doors opening in 
or out. 


Chain guide provided to keep chain in 
place. 


Bolt has 11/16'' throw. 


Heavy, durable chain. 








You can sell Stanley Chain Bolts with 
complete assurance. 


Not only are they easy to apply, but 
once in place they will outlast the life of 
the building. 











In selling Stanley Bolts, take them out 
of the package and show your customer 
the quality he buys for a moderate price. Stanley Chain Bolt No. 1055 


No. 1055 is made in the standard fin- 
ishes and in five sizes according to length 
of bolt, 2, 3, 6, 8 and 10 inches. 
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Stanley makes a complete line of 
wrought hardware of the highest quality 


KEEP A CLEAN CUT STOCK 


SELL THE LINE 


Thistrade-markis a means of identification 
=f STANLEY === 
(Sw) 
m4 


STANLEY HARDWARE 
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THE STANLEY WORKS, NEW BRITAIN, CONN. 
New York Chicago San Francisco Los Angeles Seattle | 
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It is natural that a com- 
plete manual on the use, 
care and selection of 
auger bits should be pub- 
lished by Irwin, the 
world’s largest producers 
of wood-boring tools. The 
book is a selection from 
information thathas been 
gathered over 41 years 
in the bit making busi- 
ness. A presentation of 
facts that we believe will 
be helpful and interesting 
to thosewho use or sell bits. 
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The Screw 

In tookong over a bit begun eth the screw powt 
It is the part that touches the wood Grst | The crew 
supphes the pulling power for the bit The depth 
of the hole cut by each revolution of the bet depends 
upon the pitch of the threads of the screw = In other 
words, the petch of the screw threads determines the 
feed of the tut 













For general work do not choose « ecrew with 













How to Select, 



























Use and 
1 
ts wire of general purpose bets 
— da Reaso fer A screw should have ample metal in the center 
, tI metice the wl tes for strength and the threads should have the shape 
shops chante end ‘oem ®t yen ee ie and depth that g@rves the most pulling power It we 
ort important that the threads should merge with the 
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 Avaluable 
NEW BOOKLET 


fr Hardware Salespeople 


NYONE who sells auger bits over the counter will appreciate 
the helpful information contained in this 48-page illus- 
trated booklet. 

The data contained in it is based upon the 41-year experience of 

the Irwin Auger Bit Company, and may be accepted as being 

correct and authentic in every detail. 

In addition to an illustrated section on the selection, use and 

care of bits, there are illustrations of the various types of bits 

used in different trades. 

It tells what bits to select for different work—what bits are 
available—how to care for them. It will help any hardware man 
to buy and sell bits more intelligently and effectively. Every man 
who sells tools should have a copy. 

There is also a condensed catalog section on Irwin bits, giving 
sizes, stock numbers, list prices and interesting data on Irwin 
bit manufacture. 

Hardware store proprietors, tool department managers and tool 
salespeople will find this a decidedly useful book. 


Copies may be had free, upon request. Use the Coupon. 


THE IRWIN AUGER BIT CO., Wilmington, Ohio 
Largest Makers of Wood-Boring Tools in the World 


European Agents: MARKT & HAMMACHER CO., 193 West Street, New York City. 


ThelRWINDit 


REG. U.S. PAT. OFF. 
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HAT the physical unity of our country is dependent 

on modern means of transportation is freely admitted. 
But the United States is not merely a physical union. It 
is a union of hearts and minds created by common ideals, 
habits, thoughts and purposes, which demands Highways 
of Knowledge. 


In answer to this need we have the specialized business 
papers, each one published specifically for the field and 
industry it covers—a journal such as the one you are 
reading. 


It has the news, the trend of thought and practice, and 
carries advertisements, which, in reality, are a market 
place of industry. 


A paper that is a member of the A.B.P., as this publica- 
tion is, represents the best in publishing practice. It is 
pledged to “‘consider first the interests of the reader’’ and 
to “decline any advertisement which has a tendency to 
mislead or which does not conform to business integrity.” 


Make full use of this Highway of Knowledge. Read 
your A.B.P. paper regularly, you will find its editorial 
contents and advertisements interesting, helpful and 
profitable. 


THE ASSOCIATED BUSINESS PAPERS, Ine. 
Executive Offices: 220 West 42nd St., New York, N. Y. 


An Association of 116 qualified publications reaching 56 fields 
of trade and industry. 
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BLUE RIBBON 
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If you want more profit and customer satisfaction, 
sell Simonds Blue Ribbon Hand Saws. Their high 
grade steel and perfect cutting qualities have made 
them the favorite saw of mechanics as well as the 
occasional saw user. For quick turn- 


over and more profit stock Simonds 


Blue Ribbon Hand Saws. 
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' WO big outstanding features make Golden Glow 
| Gas Heaters the leaders in their field. The famous 

Golden Glow Burner is one. The efficient Golden 
| Glow giant heat element is the other. These features 
| are responsible primarily for the big sales by Golden 
| Glow Dealers. 


The “Golden Glow” burner is revolutionary in design 









This is the famous “Golden Glow”’ 

Burner found only in these makes of 
heaters: Reliable, Quick Comfort, 
Dangler and New Process. Note 
the construction. Note that the 
burner-top is divided into section 
each of which has a separate oul 
for each e 
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Why Golden Glow Gas 


and construction. Its super-efficiency has been 
proved by laboratory tests and by actual usage in 
thousands of homes. 

The “Golden Glow” burner mixes the gas and 
air at one point, insuring uniform flame and per- 
fect combustion. Also the design eliminates the 
tendency to draw lint and dust onto the surfaces 
of the grids which, in time, seriously obstructs 
the flow of gas. 

The burner-top is divided into sections, each sec- 
tion fitted with a separate grid for each element. 
The grids are non-corrosive and last indefinitely. 


GoldenGlow Heaters are easily adjustable, making 
it asimple task to regulate for varying gas pressures. 


Note the enlarged view of this Golden Glow 
Burner at the left. 


AMERICAN STOVE CoO. 
St. Louis, Mo. 
Largest Makers of Gas Ranges in the World 
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meaning that all gas is consumed. 
Write {5 catalog and prices to: 
Dangler Stove Co. Division of American Stove Co. 
5017 Perkins Ave., Cleveland, O. 








RELIABLE 


Dangler Golden-Glow fireplace heaters have high-grade cast iron frames hag rtable types are made in 4-, 5- and 6-element sizes, and are finished 
with andirons and are finished in Byzantine bronze. They are in nb japan. Reliable heaters are positively beautiful when in opera- 
4-, 5-and 6-element sizes. The portable types are made in 4- and 5-element ion, the distribution of flame and heat being as near perfect as can be 
sizes with frames of heavy band-iron finished in black, and hearth-plates o The Golden-Glow Burner mixes the gas and air at one point 
of polished sheet aluminum. The grids are non-corrosive and last insuring perfect combustion. Within the elements a large number of 


indefinitely. Golden-Glow radiants heat equally from top to bottom projecting points insures even distribution of the flame. 


Write catalog and prices to: 


Reliable Stove Co. Division of American Stove Co. 


1825 East 40th St., Cleveland, O. 
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Heaters Are Big Sellers 


rugged construction will surprise and please you. The 
reasonable prices will also appeal to you. You'll im- 
mediately see why Golden Glow Gas Heaters are 
“selling big’? everywhere. Write us today. 


HE Golden Glow giant heat-elements provide 
i te greater luminous surface than is obtainable 
from any other make of heater. They are 3 inches 
wide, have parallel, closed sides and straight, re- 
cessed backs which form dead air space, dispens- 
ing with the necessity for heavy, breakable, fire- 
brick backing. 
Within the elements are a large number of radiat- 
ing points which insure even distribution of flame 
and heat. In operation, the entire surface of each 
element is brilliantly heated. 
At the right is shown a graphic cut-away view ot 
the Golden Glow Giant Heat Element. 
One test will convince you of the superiority of 
these Gas Heaters. Send for a sample immedi- 
ately. Try it out. The surprising efficiency and 


AMERICAN STOVE CO. 
St. Louis, Mo. 





Cut-away view of the giant 
Heat Element. It is differ- 
ent from any heretofore de- 
signed and—better. Each element 
is three inches wide, with parallel 
closed sides and inclined perforated 
fronts. Note great number of clean- 


Largest Makers of Gas Ranges in the World = <u: radia 
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QUICK COMFORT 





Quick Comfort Golden-Glow portable type is made with 4, 5 and 6 ele- 
ments. The fireplace type is made with 5 and 6 elements. The portable 
types are finished in satin finish, black japan with artistically designed 
nickel trimmings. The fireplace type can be furnished either in dull silver 
polished brass or hammered wrought iron finish. Made for natural or 
artificial gas, they give a clean, healthful heat. No ashes, smut, soot or 
odor. Perfectly safe. Can be adjusted to meet all gas conditions. 
Write for catalog and prices to: 
Quick Meal Stove Co. Division of American Stove Co. 
825 Chouteau Ave., St. Louis, Mo. 
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New Process Golden-Glow Heaters are made in both fireplace and 
portable types. The fireplace type is made in three sizes, 4-, 5-and 6- 
radiants, beautifully finished in copper or brass. Portable type is made 
in 5-element size only, finished in durable black japan. There is also a 
low-priced fireplace heater in black japan finish—in 4-, 5- and 6-element 
sizes. The design of New Process Iden-Glow Heaters eliminates the 
necessity for a heavy, breakable, fire-brick back-wall. 
Write for catalog and prices to: 
New Process Stove Co. Division of American Stove Co. 
4415 Perkins Ave., Cleveland, O. 
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LOOKING INTO 
THE ['uTrure 
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Made From Open Hearth Steel 





The long service that poultry owners get from 
WICKWIRE BROTHERS Poultry Netting is due 
largely to the materials used in making it. 

In all of our Poultry Netting, as well as all of our 
wire products, we use Open Hearth Steel Exclu- 
sively. This steel is far more rust resisting than 
Bessemer. The good galvanizing adds to this pro- 
tection. 


WICKWIRE BROTHERS 
Hexagon Poultry Netting 


The wire used in this netting is drawn right here in 
our own mills at Cortland. All processing through 
the Steel Plant, Rod Mill and Wire Mill is done 
under our personal supervision. For more than 50 
years WICKWIRE BROTHERS products have 
been known for their unvarying quality. 


All three styles of Poultry Netting, Hexagon, 
Graduated and “W. W.” are furnished either gal- 
vanized before or galvanized after weaving. 


Our Galvanized Poultry Staples are also a quality 
product. 


Your Jobber will supply you. 
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GUN IMPLEMENTS 


READY ‘THEN, IF EVER, 
FOR 
OCTOBER? 













COME PERFECT DAYS” 


for 


HUNTERS and TRAP-SHOOTERS 
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No. 95 Shot-Gun Cleaning Rod and 
Implements 


10-28 and .410 Ga. 























! 








No. 141B Brass Rifle Cleaning Rod 
22-50 Cal. 
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Reg. U. S. Pat. Off. 











TORRINGTON, CONN., U. S. A. 


NEW YORK OFFICE: 151 CHAMBERS ST. 























Established 1854—Incorporated 1864 . 
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Our Publicly Advertised 
“Money-Back” Guaranty 


“Try a can of genuine Rogers. If not more than 
satisfied return what is left in the can to your 
dealer. He is authorized to refund the entire pur- 
chase price.” 





Also distributed and guaranteed by 
ACME WHITE LEAD AND COLOR WORKS 
Detroit, Michigan 
LINCOLN PAINT AND COLOR COMPANY 
Lincoln, Nebraska 
THE MARTIN-SENOUR COMPANY 
Chicago, Illinois 
PENINSULAR PAINT AND VARNISH COMPANY 
Detroit, Michigan 
THE SHERWIN-WILLIAMS COMPANY 
Cleveland, Ohio 
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National Advertising 





a Powerful Force 


for the dealer 


OUR things have contributed to the almost 
meteoric success of Rogers Brushing Lacquer 
and to the large and profitable sales of dealers. 
These are (1) A 99% perfect product. (2) The 
distinctive and fascinating “Oriental” package 
and window material. (3) The only “money- 
back” guaranty in the industry. (4) The most dis- 
tinctive and convincing: national advertising. 


Thousands of inquiries from people in every part 
of the country reach this office. And a tremen- 
dous percentage of them indicate that the writers 
want no other than “Rogers.” Still other thou- 
sands whom we never see or from whom we never 
hear go to the dealer’s store for the same 
reason. 


Rogers national advertising sells them. They 
want no other. They go to the dealer. And a 
big item in this selling is the only “money-back” 
guaranty ever used in the lacquer industry. It is 
a faith builder—a sales clincher. 


Further proof of the great success of “Rogers” is 
the splendid repeat business. Users come back 
for more. In the whole country, no dealer has 
reported a single return can. The product is 
right. 

The design of this announcement shows the splendid 
advertisement which will appear during August in lead- 


ing national magazines. Others are to follow. Now is 
the time to get “Rogers” on your shelves—ready for Fall. 


Write at once for details of the Rogers proposition to 
dealers. 


DETROIT WHITE LEAD WORKS, 


Detroit, Michigan 


Makers of Highest Grade Paints, Varnishes, Colors, Lacquers 








CRGGERS- 


BRUSHING 
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Fifth— 


A SUMMARY 
OF THE FOUR 
PRECEDING 
MESSAGES TO 
RETAILERS 


S 
Write Us— 


The Lucas represen- 
tative from our near- 
est factory or sales 
office will present 
“The Lucas 100% 
Success Plan” to 
you on request. 


Write Dept. 78. 
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Each of our four preceding advertisements contained 
a message of importance to every retailer. These ad- 
vertisements covered the following subjects: 

FIRST: That a Manufacturer of paints and 


varnishes should furnish a complete 
line. 


SECOND: That he should furnish quality that 
—— is 100% dependable. 


THIRD: * That he should provide a brand na- 
_ tionally known and respected. 








FOURTH: That he should give local sales sup- 
port to speed the turnover. 





If any of these advertisements has escaped your at- 
tention, we will gladly furnish you with copies of the 
entire series. 


Our next message to you will be especially interest- 
ing, as it concerns the subject of how you as a retailer 
should cooperate with a paint and varnish manufac- 
turer. 


Watch for this Ad. It will appear in an early issue 
of Hardware Age. 


John Lucas & Co.,inc. 


PHILADELPHIA 
NEW YORK PITTSBURGH CHICAGO BOSTON OAKLAND 
And Local Distributing Points 


Lucas 










































eet 





4s Tyee Oe eel 
PET 3S. 


Reta cere 
a RTM 


aya? Saas 
. WAS *, 
PS ny eas 


ye 


cae 


Nis 





re 
Wy ‘“ 
Sule 
rs 
PsA 
‘a 
ror 
ree A 
m4 
aoe 
OF. 
_ 


August 26, 1926 HARDWARE AGE 17 


OW. 
DUCO 


STAINS 


MAHOGANY ~ WALNUT 
LIGHT OAK ~ DARK OAK 
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Wive or Write for 
[ntroductory Offer 


> & 
a oe. *™ 












E. 1. DU PONT DE NEMOURS & CO., Inc. 
3500 Gray’s Ferry Road 
PHILADELPHIA, PA. 

2100 Elston Avenue 
Chicago, III. 


Everett Station No. 49 
Boston, Mass. 


569 Mission St. 
San Francisco, Cal. 
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Satisfied Customers 


KEEP THE BELL RINGING! 
Why 
ZAPON FLOWING LACQUERS 
Make Smiling Customers 


“Theyre different” 


1—Slowest Drying to Touch—Easiest 
flowing—Just what a woman likes 
when doing a chair. 


2—Odorless—No rank “banana” odor— 
don't nauseate. 


3— Hides and Builds—In one coat—a real 
selling point! 


4—Toughest and Hardest—Won't chip— 
water, acid and alkali proof—contain 
no oil. 


5—Safest—Contain no benzol or other 
toxic material. 


THE ZAPON COMPANY 








247 Park Ave., New York City 


Branches in principal cities 
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; The recognized standard for 42 years 
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THE ZAPON COMPANY, 
247 Park Ave., New York City 


Please send information showing the way 
to greater profits in my paint department. 








Paint Story 


in 


HARDWARE 
AGE 


Hardware Age is read every week by 
merchants who are always ready to give 
a likely product a trial. One of the 
reasons why these men read Hardware 
Age is to keep in touch with what is 
being offered by manufacturers. 


Tell them your Story and keep on telling 
it. You'll meet with a response that will 
prove to be profitable. 
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A Valspar profit 
of $1,640! 


NLY $55.40 the original investment: But this 

small initial order proved Valspar’s salability. 
Result: in three years the Henry Bosch Company of 
Boston ordered Valspar to the tune of $4,473 which 
they sold at a profit of $1,640. 

Such is the amazing effect of displaying and push- 
ing a first class product which everybody knows and 
likes, and which is backed by the most extensive 
advertising of any finishing material. 

To cash in on Valspar’s popularity to the greatest 
extent it is a good plan to use your window for an 
occasional Valspar display to remind your commu- 
nity that you handle it. 

Crowds gather about a good window, and Val- 
entine & Company is always ready to help you pre- 
pare such a window. It’s easy to stage an attractive 
display featuring the famous Valspar boiling water 
test, while there are available for the asking, many 
attractive display cards showing the use and qualities 
of the Valspar trio. 

Advertising your store in your local newspaper 
is always a good investment. We will supply you 
with free electrotypes. 

Read the accompanying letter and then make the 
most of your own investment in Valspar. 


VALENTINE’S 


SPAR 


‘The Varnish That Won't Turn White 
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ELT/B 






Very truly YOursg 
HENRY BOSCH COMPANy 
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¢¢@ Murphy Varnish Company is engaged in making varnish and other finishes growing out of varnish experi- 
ence. The business was founded sixty years ago by Franklin Murphy, who became Governor of New Jersey. 
The men now interested in the company grew up under his administration and were trained by him, and 
inherited, not only the knowledge of making varnish and the experience of applying it to various surfaces, 
but also the belief that no sale is profitable unless both parties are satisfied. 


MURPHY BRUSHING LACQUER 


for 
Automobiles? 


A dozen times a day our sales- 
men are asked “How about 
using Murphy Brushing Lacquer 
on automobiles?”’ We wish to 
take this opportunity to make 
clear our attitude on this question 
to our friends in the trade. 

We are not recommending 
any Brushing Lacquer for auto- 
mobile use. There is no question 
of the durability of Murphy 
Brushing Lacquer involved in 
our attitude. The only question 
is the difhculty of application of 
Brushing Lacquer. The amateur 
especially can hardly expect to 
get a smooth attractive job with 
a quick setting material. 

If the amateur insists on using 
Brushing Lacquer, Murphy Brush- 





sl 


ing Lacquer has every good quality 
that any other has and excels most 
on the market, not only in work- 
ing qualities but in durability. 

In view of these facts we are 
continuing to recommend Mur- 
phy Da-Cote Enamel to amateur 
automobile painters. In our 
opinion your customers will be 
better satisfied if you do the same. 


Murphy 
usmne Lacquer 


Murghey 


DA-COTE 


BRUSHING Enamel 








MURPHY VARNISH COMPANY 


NEWARK CHICAGO 





SAN FRANCISCO 


MONTREAL 
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3 This attractive counter case 
displays eight of the new 
tubes of Barreled Sunlight 
Tinting Colors, which any- 
iz one can easily mix with Bar- 
reled Sunlight lustrous white 
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‘De wee way to sell interior paint 
with lar ger net profit 


1A are ome 


| Sager ips white Barreled Sunlight has given 6000 dealers 
an excellent turnover. Several profits a year! 
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Now a new feature is increasing both turnover and 
profits—on a small additional investment. With the new 
Barreled Sunlight Tinting Colors in handy tubes, this popular 
finish is being sold for every interior use—white or tinted. 

The new Colors—almost liquid—mix easily with Barreled 
Sunlight. Anyone can get exactly the desired shade. And they 
reduce your overhead on tinted enamels—for thousands 
are using Barreled Sunlight instead of enamels for fine interior 
work. 

This new painting convenience has been strongly pre- 
, sented to many of your customers in the national adver- 
: tising of Barreled Sunlight. 

: Mail the coupon for complete information about the 
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: fastest-moving specialty in the paint trade today! 
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Reg. U.S. Pat. Off. with the new Tinting feature added. 


Sunli ght Sue oats net iter , 


i U. S. GUTTA PERCHA PAINT CO. 
7 7 Dudley Street, Providence, R. I. 
2 . Please send me Barreled Sunlight dealer proposition 
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What 1 Your 


“Broom Percentage’? 


EEP on sweeping it out if you want to—you paid for 
it! But why buy stock you're going to throw away? 


There is no “broom percentage” in Mapbrand—you sell 
every sheet you buy. No sheet leaves its box until sold. 


The most beautiful shelf stock you ever saw—efhiciently 


displayed but fu) protected. 


Every sheet instantly accessible! None exposed in open con- 
tainers (to deteriorate). No shifting boxes, lifting lids, 
disarranging stock. Just pull a metal ring and any 
sheet you want slides right into your hands. 





e 





















“The most beautiful 
shelf stock you've 
ever seen !”’ 


These Neatpak heavy fibre boxes reinforced with 
metal stand up under great weight allowing 
sliding interiors to operate as smoothly as if on 
roller bearings. You cannot buy them at ANY 
price—except with U. S. Sand Paper in them— : 
and then they (the boxes) cost you NOTHING! S 


UNITED STATES SAND PAPER CO. 
WILLIAMSPORT, PA., U.S.A. 
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New York: 86 Warren St. Boston: 261 Franklin St. = 
Chicago: 547 West Lake St. Philadelphia: 102 N. 3rd St. & 
Detroit: 120 Woodbridge St., E. San Francisco: 41 Spear St. a 
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LW, MARK 
WHITING’S 
CELEBRATED BRUSHES 


ADAMS 
SUPERIOR BRUSHES 


The sooner you standardize on these brushes the 
quicker you will know the satisfaction of work- 





ing with perfect tools. Painting — varnishing — 
kalsomining — every brush has the right spring 
in the bristles—the right grip in the handle, and 
the right balance in the hand. 











| WHITING-ADAMS 


| BOSTON 
BRUSH MAKERS FOR I18 YEARS 
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‘No Errors Here! 


UYERS want the great 
B strength and sure fit that 
only Empire New Process bolts 
can give. 


Oe 
: eo Saeed ihe Boater a 
PAT a eT ee ee 


Mies 


bP 





CRORES tater 
wee eae) Hp. hae 
BA ey REE eT Maps DS. 


Andthey likethequick-servecar- 
tons that save time and prevent 
mistakes. At a glance you find 
the bolt of correct style and size. 
Nosearching. No wrong bolts. 
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Three popular Kitchenkook models 


Kitchenkooks are made in a large variety of styles and sizes, from the two burner low model 
to the white porcelain range with oven. There is a Kitchenkook to meet the needs of every 
stove buyer and every model has all the unique features which make Kitchenkook the one 
outstanding improvement in liquid fuel stoves. 

Any size Kitchenkook in the home means cooking convenience and speed in every way equal 
to gas. For Kitchenkook is a gas stove—not an oil stove. It makes its own gas from gasoline, 

















a gi 


Kitchenkooks may be had with large 
outside fuel tanks requiring filling 
only once or twice a month. They 
are easy to install and inexpensive. 
Full iculars and prices sent to 
any Kitchenkook dealer on request. 








producing the fastest known cooking fire, free of soot, smoke and 
grease. ‘The master burner is ready three minutes after lighting. 
Additional burners are turned on or off as wanted without gen- 
erating. 

Kitchenkook presents a big opportunity to progressive dealers. 
Hundreds of dealers have doubled their store sales with Kitchen- 
kook. National advertising appearing in leading farm and small 
town magazines is bringing the facts about this-better, faster stove 
to your customers. They will want to see it; are you prepared to 
show them? Write for catalog showing the full line, details of 
our exclusive dealer-agency and name of nearest distributor. Ad- 


dress nearest office. 





ALBERT LEA 


ITC HEN KOO 


THE IDEAL COOK STOVE 









American Gas Machine Company, Inc. 


Albert Lea, Minn. New York, N. Y. 
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Another new series of Myers Catalogs is now ready for distribution. 
To dealers interested in the complete line of Myers Products—Pumps, 
Water Systems, Hay Tools and Door Hangers—the Complete, No. 59 
Edition, will have a special appeal, while the No. HT59, Hay Tool and 


Door Hanger Catalog, is intended for those who do not sell Pumps 
or Water Systems. 


Then, the No. P59, Pump and Water System Catalog, will be appreci- 
ated by those dealers who sell pumping equipment exclusively, and for 
those who distribute power pumps alone there is the No. PP59 Catalog 
which is devoted to Myers Self-Oiling Power Pumps, Power Water 
Systems, Cylinders, Power Spray Pumps and Spray Rigs and Spray- 
ing Accessories. 


Accurately compiled—well illustrated—nicely printed—these cata- 
logs have been prepared to facilitate the selection, sale and distribution 
of the various Myers Products. If you have not already received 
your copy and it does not reach you in due season, write us for it. 
Remember—no hardware store, implement house, plumbing or water 
system shop is complete without a Myers Catalog. 


mFEIMYERS & BRO.£o: 


LAND, OHIO 
ee AND HAY TOOL WORKS 
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Kiver. side Time To Think About Heaters 
Radionas 


a Your Heater sales and profits this Fall and Winter will de- 
f pend upon the performance of the heaters and the co-opera- 
tion you get from the makers. 
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Our merchandising plan will put Riverside Radionas into 
many homes in your locality. Each installation will result 
in additional sales because of the satisfaction they give. We 
plan, write and mail “Follow up” letters to your prospective 
customers that bring tangible results. 


Our No. 3—6 Radiona shown is a big seller for average size 
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homes. Our new model, No. 1—4 Aerona, is most efficient 

; for small homes and retails at a low price. 

3 

: 4 We also make a complete line of Riverside Heating and Cooking | 

y; Stoves and Warm Air Furnaces. Write for our proposition | 
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AMERICAN 
SCREW 
COMPANY 


Greatest 
Assortment 





Wood Screws 
Machine Screws 


Tire Bolts 
Stove Bolts 


Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 
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Business-Builders 
| A Complete Line 
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Pe Lancaster merchants are building up permanent, 


profitable businesses because tire users recognize 
the outstanding value of Lancaster tires. The steady 
trend toward Lancasters carries with it big profits 
for aggressive tire merchants who handle the Lan- 
caster line. | 


A Lancaster franchise means a connection with a 
company that deals fairly and squarely with its mer- 
chants; that recognizes the value of.putting only the 
highest quality materials 1n its products; that has 
never altered its policy of making every Lancaster 
“One of America’s Best”’ tires. 


| This franchise that has helped other merchants build 
substantial businesses can be yours. Write or wire 
11s today for all the facts. 


THE LANCASTER TIRE & RUBBER CO. 


Established 1915 
COLUMBUS, . OHIO 


LANCASTER | 
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ALL Car Owners Buy Hardware 


THE HARDWARE DEALER 


Is the Logical Distributor of Tires and Accessories 














This being the case, consider the following facts. 


Every year sees a large increase in the number of hardware 
dealers who sell tires and accessories. Many of the readers 
of Hardware Age have taken on this lirie because of the efforts 
of Hardware Age. 


Articles that show the dealer how to handle tires and acces- 
sories with the greatest profit appear in Hardware Age often. 
Stories of what other successful dealers are doing with tires 
and accessories are winning over many dealers who are well 
equipped to distribute this line profitably, for themselves and 
for the manufacturer. 


Advertise your product in the medium that has done and is 
doing so much to convince the hardware dealer of the desir- 
ability of tires and accessories as a line and your advertising 
appropriation will go farthest in RESULTS. 


Tell Your Story in 
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Made up in 3-foot lengths, three plies of 
fabric inserted with a high-grade inner tube 
especially compounded to resist the effects of 
heat, oil and anti-freeze compounds. Fin- 
ished with a high-grade red rubber cover, 
calibrated in one-inch markings, Badger 
branding, with size indicated every three 


wall thickness, possessing the non-collapsible 
feature under strong pump suction. 


Packed, 6 3-foot lengths in heavy shipping 
container, labeled on end showing quantity 
and size. 
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inches. A very high-quality hose, of heavy . 
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BADGER 
RADIATOR HOSE 


An Unusually Good 
Hose for Unusually 
Good Service 









FORD 
CONNECTIONS 





Red Cover-Fabric Inserted 


This is of the same high-grade quality as 
the Badger Red Hose in 3-foot lengths, with 
heavy wall thickness and inner tube, made 
to withstand heat, oil and anti-freeze solu- 
tions, each piece carrying the Badger brand. 

Packed 12 pieces in shipping container. 


Black All-Fibre 


A very serviceable connection, of All-Fibre 
black rubber, similar to Hose furnished as 
original equipment on Ford cars. Especially 
constructed to withstand effects of oil, heat 
and anti-freeze compounds. 

Shipped in bulk only—lots of 100 pieces. 


Dealers Supplied Through Jobber Trade, or Write 


THE BADGER RUBBER WORKS 


MILWAUKEE, WISCONSIN 
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"| HE Ford replacement business is a 

business that is built on Quality, 
the Standard Ford replacement being 
of such good quality that the 
independent manufacturer who builds 
replacements must make as good a 
product or better in order to gain 


recognition. 


Merchants who handle Peerless 
Products know that quality is the 


Satisfy Customers—and Make Money Also 


watchword—and that this line is sold 


as ‘Quality Products at Popular 


93 


Prices. 


Those hardware dealers who have not 
yet added the Peerless line are asked to 
investigate this proposition—not only 
from a money angle, but the effect that 
it will have on increasing business in 


other departments. 


The Peerless Tubular Radiator illustrated above is the exact duplicate 
of the Ford standard type, except that it has the new, improved 
channel side member with 12 gauge steel bracket support, and the 
tubes are made of pure copper. These two improvements add much 


to the service, but none to the cost. 


For more complete information on this line, ask your jobber’s 


salesman, or write direct. 


The CORCORAN Mfg. Co., 4908 Section Ave., Norwood, Cincinnati, O. 
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The Name, the Emblem, the Tire—and All Famous! 


a years in the business. Years of tire-building expe- 
rience. Years of constant improvement in tire construction. 
Years of satisfaction to tire users. No wonder Hartford is famous. 


And no wonder leading hardware jobbers from coast to coast 
handle the Hartford line. Such a wide-spread distribution system 
means speedy and economical deliveries to the dealer. 


Marketing costs are reduced—Hartford Tires and Tubes can 
be sold at competitive prices. That means money in the 
Hardware Man’s pocket. 


Note the Hartco—a recent addition to the line. A real 
need answered, for the Hartco is a low-priced sturdy bal- 
loon of Hartford quality. Motorists wanted such a balloon 
and dealers found a new profit in it. The Hartford line 
gives the hardware dealer a tire for every customer need. 


HARTFORD RUBBER WORKS CO. 
1790 Broadway New York City 
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MAN 
SAYS: 


“THE HOME SAW 
MARKET IS A BIG 
MARKET” 

“To the hardware mer- 
chant who is wide-awake 
and looking for business 
there is no end to the 
prospects for selling 
saws. Each home is a 
prospect. And, what is 
more, when you sell a 
home keeper a saw you 
bring him into the store 
and before he leaves you 
have an opportunity to 
sell him many other 
things, and _ probably 
make him a regular cus- 
tomer.” 


Write to Atkins for sugges- 
tions on how to sell saws for 
the home. Ask for folders 
“Saws in the Home” and 
*“*Pointers.”” 
Remember the home owner 
uses Hand Saws, Meat Saws, 
Hack Saws and Mitre Saws. 
Do not overlook this won- 
derful market. 





FE..C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
Home Office and Factory, INDIANAPOLIS, INDIANA 


Canedian Factory, Hamilton Ontario 


Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete Stocks In The Following Cities: 
San Francisco 


Atianta 

. New Orleans Seatti 
Me K eattlie 
Chic ' New York City Paris. France 


Minneapolis 


SIS 





HAPPY 


~ 


Portiand,Ore. Vancouver, B.C 
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B eautiful Forged Iron Hardware 
Now within Reach of All ~ 


beg re me ” 
. 





HE makers of 

the famous ' 

McKinney | 
Hinges have answered : 
the call for reasonably 
priced Forged Iron Hardware. 
Few other products have re- 
ceived such a universal wel- 
come. Architects have been 
profuse in their congratula- 
tions. Builders have filed their 
names with us to be continu- 
ally posted on every available 
item. The outstanding job- 
bers have put through extensive stock orders. 
Builders’ Hardware departments have booked 
many orders even before they had received their 
samples. And most significant of all, thousands 
of consumers are writing for the Forged Iron 
Brochure and the names of merchants who sell 


MCKINNEY 
FORGED IRON 
HARDWARE 


The authentic beauty of McKinney Forged 
Iron, the practical knowledge of hardware- 
application which was its birthright and the 
thorough advertising and merchandising be- 
hind it have made this product a sensation in 


the hardware field. 


MAIL THIS 





1 LST 


een RES ih PRS ae i i were De ee. oe ty Ps $ 


The unretouched photo- 
graphs of three delightful 
pieces of the Etruscan design 
give tangible evidence of the 
beauty of line and texture em- 
bodied in each unit. 

The obviating of all forged 
iron application difficulties by 
correct design has made the 
McKinney pieces favorites with builder and 
architect. The completeness of the line fur- 
nishes another very definite asset. 

To be without representative samples of 
McKinney Forged Iron Hardware in your 
display room is to risk the loss of a lucra- 
tive business. Full-page advertisements in 
The Saturday Evening Post, House & Gar- 
den, House Beautiful, plus the building and 
architectural papers are sending buyers to 
the merchants who realize 
the call for this Forged Iron 
Hardware is great—and 
still growing. 

Use the coupon if you 
have not received full in- 
formation on McKinney 
Forged Iron Hardware. 





COUPON 








Name 


Forge Division, McKinney Manuracturinc Company, Pittsburgh, Pa. 
Please send catalog entitled “‘ Forged Iron Hardware by McKinney” to 


Address 








H. A. 



































= pe a oie Ph... Cer : 
SPARE ES ORES ESE I Car a, aaa ee a 
s a Pe ee 


i on iD aan 





August 26, 1926 


I 
| \y NY 


TWH LH 
nun 


il i 
t] |i 
MN 


ili 


f 


A 
! 


| 


ty 


| 
. 


HARDWARE AGE 37 


give 
} 


lh 


i 


a 
_—_— ee —_—_—_— ae 


ia 


i itl | 
i yg 
ON” 
giinten st fy 
i 


} 


_— —— «ees 


| 


i 
es 
| 


ll 

hs 
( 
? | 


} >. 
jie 


‘ 
‘ 
wv. 
( , 
oo” 
intl 
e*; 
i 
; 


all | 
ery 
i 

i 





> 
4 


—_—_ eT 


, Th | 


ey: 
T hd ‘ 


4 - — 


ih 
i 




















Discounting the 
Seasons 


Rentals and 
Returns 


NE of the most successful retail merchants I ever knew always made it a point 

to sell the bulk of his seasonable merchandise, in advance of the season. He 

used to put garden seeds on display while the snow was still on the ground— 

about the time the big seed houses began sending out their alluring catalogs. 

His holiday goods were always on sale in November and he took orders for farm 
fencing in mid-summer, to be used after the crops were in. 


Why not? Is there any particular reason why a retailer should sit back and 
wait for a season to arrive, then work feverishly for a short time, and end up 
with the usual carry over? Manufacturers and jobbers sell fall goods in the 
spring, and spring goods in the fall. A retailer cannot work that far ahead, but he 
can beat the season a few weeks, and profit thereby. 


Right now, with the thermometer registering around ninety, women are buy- 
ing fall dresses and coats. Does it stand to reason that they are not thinking 
about their other fall needs? Undoubtedly they are thinking about housecleaning, 
and planning their fall work. 


Why not install a good display of housecleaning needs now? Put in house- 
hold brushes, mops, interior paints, stepladders, etc. Send out a circular dealing 
with preparedness, and list a few bargains. You will be surprised at the interest 
and response. 


Remember—the Glorified Peddler will be on the job with his brushes and 
other housecleaning accessories just as soon as the season opens. Also every 
other merchant in town will be out after the housecleaning business. Beat them 
to it. Be a little exclusive, and gather in some pre-season dollars. It is just as 
sensible to discount the seasons as it is to discount your bills. 


A you getting the maximum out of your location? There is a store in Times 

Square, New York, with only a four-foot frontage, selling orange drinks at 
ten cents per drink. The proprietor pays $9000 per year rental, and is making 
money. Across the street is a corner stand with an eight-foot frontage on one 
street and a twelve-foot frontage on another. The firm operating this stand pays 
$14,000 per year rental. It likewise is making a handsome profit on ten cent sales. 


Both of these stands do business up front. Their wares are always on dis- 
play. There is always somebody ready to immediately serve the customer. An- 
other little triangular shaped shop in the same city is only large enough to accom- 
modate two customers at one time. The proprietor sells jewelry and pays a rental 
of $40,000 for hs little hole-in-the-wall. He, too, is prospering. 


You may think you are paying a big rental. Perhaps you are, but are you 
getting the most obtainable from that rental? 
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An Example of Progressiveness 


Elected National Association 


Hobart R. Beatty, Recently 


President, Has Advanced Ideas on Merchandising Methods 


Clinton, Ill., carried a double seven column head- 

ing across its front page. The first line read, 
“Clinton’s Oldest Business Man Passes,” while the 
second line announced “Son Accorded National Honor 
By Business Association.” In this manner was the 
election of Hobart R. Beatty to the presidency of the 
National Retail Hardware Association at the June con- 
vention at Indianapolis announced to his fellow towns- 
men at the same time that they received the sad news 
of the death of his father, Henry G. Beatty. The space 
devoted to these two events in the local newspaper is 
only a proper reflection of the public’s interest in the 
hardware store of H. G. Beatty & Co., built up in 
the 78 years of its existence to a point where it has 
become truly a public institution and its proprietors 
public characters. 

Hobart Beatty is not only the newly elected president 
of the national body of hardware retailers, but is now 
the active head of one of the coldest hardware stores 
in the Middle West—a store located in a rather typical 
agricultural town of about 6000 population doing an 
annual business of about $150,000. His grandfather, 
Isaac B. Beatty, came to Clinton in 1848 and started 
the nucleus of the present hardware business by open- 
ing a harness shop approximately on the same site 
where the store stands today. Gradually this little har- 
ness shop evolved itself into a hardware store. In 
1865 Henry G. Beatty was discharged from army ser- 
vice in the Civil War. He returned home and went 
into partnership with his father. In 1887 the founder 
of the business died and Henry Beatty succeeded to its 
ownership. In 1899 Ernest H. Beatty, the eldest son, 
entered the _ firm, 
and in 1906 Hobart 
G. Beatty was also 
taken into the part- 
nership. Another 
brother, William T. 
Beatty, is the owner 
of a hardware store 
at Sidell, Ill. 

With this back- 
ground of hardware 
ancestry, it is small 
wonder that the 
Beatty store has be- 
come an inseparable 


R inten, 1 the Daily Public, the newspaper of 


part of the growth | Rae 

and history of Clin- iy Dia mi 1 

ton. Hobart Beatty, 4, ae?) ‘o> 
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ment of the business 
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A window display of automobile tires and accessories in the 
store of Hobart R. Beatty, Clinton, IIl. 
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in the usual prac- 
tices of hardware 
retailing and is a 
pioneer in many 
new ideas on mer- 
chandising. 

His hardware 
store was one of 
first, outside of 
possibly those in 
some of the 
larger cities, to 
be departmentized. In 1915, in an effort to determine 
just what merchandise was actually showing a profit 
and what a loss, thé store was divided into departments 
both as to sales and to purchases, a system that has 
been kept up ever since. In addition to the ordinary 
departmentized records, Mr. Beatty keeps for his own 
information charts or graphs showing the rise and fall 
in sales in each department, week by week. 





Hobart R. Beatty = 


Individual Sales Recorded 


A similar graph is also kept to record the individual 
sales of each store clerk. There are seven clerks, be- 
sides the proprietors, in the store, three men and four 
girls, and through these charts it is possible to tell 
at a glance the amount of each clerk’s sales for the 
week, comparing it with any previous week, and to also 
arrive at the amount of each sale and its cost. 

Hobart Beatty was probably one of the first of the 
present-day hardware dealers in the country to realize 
the vital necessity of replacing old lines that were 
slipping in sales with new lines and seriously apply 
the policy to his own 
business. Back in 
1907 he was quick 
to discard his deca- 
dent harness and 
buggy lines to fea- 
ture auto  acces- 
sories and tires in 
their place. More 
recently a gift de- 
partment was added 
and has grown until 
it is one of his lar- 
gest lines, doing a 
total volume last 
year of well over 
$13,000. 

In the gift de- 
partment the peak 
of the sales natur- 
ally comes just be- 
fore the holidays, 
but by pushing sales 
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and careful buying, taking advantage of other holidays, 
weddings and anniversaries, it is rapidly becoming an 
all the year around proposition. As an example of 
what he has accomplished with this class of merchan- 
dise, which many dealers apparently find hard to clas- 
sify as hardware, Mr. Beatty cites the following: 

A few months ago the vogue for hand-made lamp 
shades developed to a point that it loomed as a possi- 
bility for the gift department. Accordingly two of the 
girl clerks were sent to a nearby city to take a course 
in shade making and upon their return the store in- 
stituted a class open to the women of Clinton. An en- 
rollment fee of a dollar was charged and up to date 
over 400 women have availed themselves of the oppor- 
tunity. All of the necessary materials, frames, tape, 
cut outs, beads and the like are sold in the store and 
carry exceptionally wide margins of profit. The aver- 
age sale made to each woman taking the course has 
been slightly over $7. 


Auto Accessories Profitable 

While Mr. Beatty has developed a large sales volume 
on items that are unusual in most hardware stores 
through the featuring of this gift department, he has 
by no means neglected the more usual and staple hard- 
ware lines. On the strictly hardware side of the store 
auto accessories, and especially tires, have been a profit- 
able department ever since its inception nearly 20 years 
ago. In speaking of this line, Mr. Beatty says: 


“Spark plugs are about as staple as nails; there is 
always a demand for horns, tire pumps, jacks, vulcan- 
izers, batteries, flashlights, sponges, chamois, polishes 
and cleaners along with all kinds of tools for use in 


Here are shown two interior views of 
the store of Hobart Beatty, the newly 
elected president of the N. R. H. A., 
at Clinton, Ill. Mr. Beatty has three 
fundamentals which he believes are 
indispensable to the success of hard- 
ware retailing, namely Get Volume, 
Keep Stock Down and Trim Expenses 


himself. 
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the garage or home repair shop. In buying tools for 
your regular hardware trade think of the especial needs 
of the motorist, such as tool kits, socket wrench sets 
and special tools for engine repair work. At the pres- 
ent time we are stocking a complete line of acces- 
sories with the exception of those that need service 
station work, by which I mean the articles the cus- 
tomer is not in a position to apply or properly adjust 
These we feel do not belong to the hard- 
ware man, and we confine ourselves to those items that 
we can market the same as we do our other lines. 


Sale Stimulation 

“A good window display is one of the most forceful 
helps to sale stimulation, and we devote one of our 
windows almost entirely to the display of tires and 
accessories, changing it often, and we have been able 
to trace many profitable sales directly to this. In rainy 
weather we run a special ad on chains, small digging 
out shovels, or in a personal letter suggest that we 
‘arry all sizes of rope for an emergency. When the 
weather begins to get crimpy it is time to display auto 
robes, anti-freezing compound and the like. 

“There is big profit in tires, not in selling one tire 
perhaps, but when you can turn your stock from six 
to twelve times a year that means profit. In order 
to make money on tires it is necessary, first to choose 
a high grade tire, second to have a knowledge of how 
it is built, and third to have the ability and courtesy 
to advise the customers as to their use. In stocking 
tires it is well to have all the different styles and sizes, 





Continued on page 74 
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Instalments or Cash ? 


By W. F. Kennedy, President 
The Ott-Heiskell Co., Wheeling, W. Va. 





HE instalment plan has _ | 

been upheld by some, | 
fought by others, and 

in special cases and for spe- 


still others. It is so common 
today that we all seem to ad- | 
mit it as a lasting scheme for 
payment—but a small minor- 
ity is unalterably opposed 
to it. 

“Mortgaging the future to 
make business for the pres- 
ent” has been the plan fol- 
lowed by many self-esteemed, 
high-powered manufacturers 
and sales executives, 

First move. Produce! Prod- | you think about it. 
uce!! Produce!!! (Get costs = an Tere aie 


of the stage.” 





| There are many opinions, pro and con, 
regarding instalment selling.. Business men 
_ everywhere are interested in the question. 
cial things only sanctioned by | This article was written by the president of a 
wholesale jobbing house and represents his 
views after a careful study of the subject. 
In a letter accompanying the article, the 
author said: “I believe we are living in a 
time when not only sane thinking but plain 
talking is necessary. Too long have we 
allowed the other group to hold the center 


Perhaps you hold an opposite view from 
Mr. Kennedy; perhaps you agree with him 
and can add to his arguments. Whatever 
your views, the columns of Hardware Age 
are open to you for discussion. Tell us what 


idea that there is a universal 
prosperity and so leads to de- 

- mands for increases in wages, 
etc., where actual conditions 
would really indicate a need 
for lowering labor’s wages, to 
conform to true labor condi- 
tions in general industry as a 
whole. 

The consumer has_ been 
kidded into the belief that he 
is entitled to anything desired 
—jit matters not how much be- 
yond him it might have 
hitherto seemed to be. The 
producing workman of course 
could be kept happy and con- 
tented—why shouldn’t he be 
when there is a seeming de- 








down.) 

Second move. Sell! Sell!! Sell!!! (If necessary by 
partial payment plan which puts consumer cost up.) 

Well, that developed a chap who applied the budget 
to the family income or rather recommended setting 
aside a dollar a week for this, 50c. for that, $2.00 for 
the other, etc. The result: untuld thousands of other- 
wise well-meaning, honest and careful living people as 
well as reckless spenders find themselves committed for 
purchases way beyond what ordinary prudence or wise 
expenditure would prompt or sanction. 


The Result 

True this has resulted in business. Steady work, full 
time—even overtime—at high rates of pay in a num- 
ber of industries making luxuries or near-luxuries. 
Naturally the workmen in those plants got the feeling 
that the consuming public would absorb all that could 
be turned out—eagerly waiting their turn to obligate 
themselves for the desired article. To say the least this 
has not presented a true picture to the workmen in a 
number of producing plants. 

Few machinists in automobile plants, for instance, 
realize that their fellow laborers, the soft coal miners, 
are working but one day in two weeks, while they work 
every day. And when one of these miners is foolishly 
talked into buying an auto with a $12 down payment 
on a reduced income, his fellow workman in the auto 
plant doesn’t get a true picture of mining conditions. 
The auto manufacturer ships the car to the local dealer 
alright—and gets the money for it—and the machinist 
gets his full envelope at the end of the week. But, mark 
you, this transaction is not yet consummated, even 


though the miner has his car. There must be a shaking 
down—and when this shaking down comes, the machin- 
ist will be one of the first to know that it has come. 
Furthermore it gives labor in certain localities a false 


mand greater than the ability 
of his factory to produce. Thus not a true picture has 
been held to the gaze of either producer or consumer. 

The popularity of the sewing machine, talking ma- 
chine, farm machinery, automobiles, radios and many 
other items that are high priced and in many instances 
luxurious, led makers and merchants, in their eagerness 
to sell more of these items, to make the terms. of sale 
easy. The first thing they did in making the terms 
easy was to make them hard—for the consumer without 
figuring up the extra cost of time payments very often 
paid as high as 20 per cent or more in the end than if 


he had paid cash. 


Small Payments. 


The dealer sort of acted as banker for the consumer, 
carrying him for months and months with a small 
initial down payment—and too often the dealer was in 
no position to act as banker. The manufacturer gen- 
erally got his money promptly, but not so with the 
dealer—and so he was forced to increase his selling 
price to show a fair profit on the transaction. 

That form of distribution which is most economical 
will ultimately survive; and any form that involves 
time payments must cost more and cannot long prevail 
save in special healthy cases where the amount is too 
great for cash payment. But even where the price of 
the article is large the consumer could do better by 
borrowing from the bank at a six per cent rate. 

The general use of time payments tends to mortgage 
the future income of the consumer, and in most cases 
that income is not guaranteed. It is all right to be 
optimistic, but “into each life some rain must fall.” The 
sun will not always shine. We will have some unusual 
expenses to wrestle with and if the income—the ex- 





(Continued on page 80) 
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Builders’ Hardware Door by Door 


Store Entrances 


By W. N. Thomas 


EDITOR’S NOTE: This is the fourth instalment of another series of articles on builders’ hardware which 
will appear every two weeks in the columns of HARDWARE AGE. The author, W. N. Thomas, is an acknowl- 
edged expert and knows how to tell his story. The next instalment will appear in the September 9 issue. 


Watch for it and read it. 


and each store has its entrance door or doors, 

each with its hardware, some very good and some 
very poor. These doors to successful stores are in use 
most of the time and should be equipped with first-class 
hardware that will not only contribute its share toward 
a prosperous appearance but will stand up under the 
constant use, and always operate easily and freely with 
as little resistance as possible. 

Customers are not so easily attracted to a store that 
the owner can afford to have them in any way irritated 
or annoyed by a poor working latch or heavy working 
door closer. Their first contact with the store should 
be pleasing and comfortable. To insure this, thought 
must be given to the kind and quality of hardware used. 

Here is where you should use three good butts to each 
door. Since they are outside doors the butts should be 
of solid brass or bronze with visible ball-bearings. 
They must be of weight according to the size and weight 


[ana are a great many stores in this country 





Above (Fig. 1) dead 
lock, operated from 
both sides of door by 
key. At left (Fig. 2) 
push plate for push 
side of door. At right 
(Fig. 3) door pull for 
pull side of door 








of the door, and of a size that will allow the door to 
open back as far as its location will permit. 

Of course, there are stores of the cheaper sort where 
heavy brass or bronze ball-bearings will be too expen- 
sive for the job. In such a case, you can use heavy cast 
iron, or ball-bearing steel butts—plated and finished to 
match the other hardware. There is a great deal of 
wear on the butts of the entrance door to a successful 
store and it is not economical to attempt to use any- 
thing except butts designed and built to give heavy 
service. 

When the doors are double, or in pairs, a lever bolt at 
top and bottom of the standing leaf should be used. In 
times past it was common to use a chain bolt at the top 


and a foot bolt at the bottom, but these are now seldom 
used on doors of this kind. 

The manner in which it is desired to use the doors 
will decide the kind of lock and other hardware to be 





Type of bronze or brass push 
bars (Fig. 4) in common use on 
push and pull doors 


used. They may be operated as “push and pull” doors, 
or they may be operated with a handle and a latch ar- 
ranged to latch each time the door closes, or with a 
handle and latch arranged to latch only at such times 
as desired. i 
For “push and pull” doors a dead lock (1) operated 
from both sides of the door by the key. This should be a 
cylinder lock of a reasonably heavy grade, according to 
the thickness of the door. The regular backset for locks 
of this kind is about 2% inches. This is all right for 
doors having five-inch stiles, which is fairly standard 
for store doors. If the stile of the door varies much 
from this standard the lock should be of a backset that 
will bring the cylinder about in the center of the stile. 
There should be a good sized push plate (2) for the 
“push” side of the door and a substantial door pull 
(3) for the “‘pull” side. These may be plain or an or- 
namental design according to the ideas of the owner or 
architect. If it is for you to suggest you will be safe 
in advising plain goods. If the push plate and door pul! 
plate are large enough, it makes a good job to have holes 
cut in them for the lock cylinders to go through. 
For “push and pull” doors it is common, particularly 











At left (Fig. 5) handle of 

the sectional type. At 

right (Fig. 6) long plate 

type. Above (Fig. 7) 

type of two-cylinder lock 
in common use 
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in certain localities, to use bronze or brass push bars 
(4) to extend across the door as a means of pushing 
the door open and at the same time protect the glass. 
Sometimes these are made long and placed across the 
door at an angle, one end higher than the other, but the 
more general way is to place them straight across the 
door in which case they should be made just the proper 
length to bring the center of the base in the center of 
the stile. Some people like these on both sides of the 
door and use the one as a door pull, but it seems to me 
that one on the push side is quite enough. In some 
places these push bars are made in very elaborate com- 
binations but the plain bars with possibly an ornamental 
end and rosette under it is as far as I can recommend. 

A kick plate across the bottom rail of the door on the 
push side is quite a protection. If it covers the entire 
bottom rail, except for the part under the stops when 
the door is closed, it looks very well. 

If a handle is to be used the assortment is almost un- 
limited, each manufacturer having many patterns. 
They may be of the sectional (5) kind, or with the long 
plates (6)—either kind is good. Personally, I like the 
sectional type because it doesn’t look quite so much 
hardware. The lock must of course, be cylinder, and 
the type most used has two cylinders (7), one for 





At left (Fig. 8) door 
halder for store 
doors. Above (Fig. 
9) door stop or 
bumper with hook 





each side of the door. This lock does not have stops in 
the face as they could be tampered with and result in 
much annoyance. Some manufacturers make these 
locks so the latch bolt may be stopped back by a turn 
of key. When this is done the door is free to be oper- 
ated as a push and pull door. 

A store door may properly have a good door holder 
(8) to be used to hold the door open when the weather 
is warm enough. If you do not like a door holder the 
door stop or bumper used may be one with a hook (9) 
to hold the door open when desired. 

Store doors should always be equipped with a good 
door closer. As these doors have a high frequency of 
cperation the closer should be of ample size to easily 
control the door without using its maximum strength, 
either of the spring power or of the checking power. 
Of course, there is no special point in using too large 
a size, but it must not be too small if you can reasonably 
expect it to render satisfactory service for a consider- 
able length of time. In the first place, the doors must be 
hung so they open and close freely and easily. If they 
drag on the threshold or bind against the stops on 
either side they cannot be expected to operate satisfac- 
torily when under the control of the closer. If they 


bind in any way it will require an extra amount of spring 
power to overcome the binding and this will make them 





August 26, 1926 


“heavy” to open, much to the inconvenience of women 
and children. Once the doors are properly hung there 
should be just enough spring power applied to close 
them promptly and the checking power, or controlling 
power, adjusted to ease it down to a silent closing. The 
action of the door is often affected by the opening and 
closing of a rear door. This must be given considera- 
tion in the adjustment of the closer. It may require a 
little experimenting with the adjustment to obtain the 
desired result. Good door closers are produced by sev- 
eral makers, any of which will render efficient service 


if intelligently adjusted. 
In conclusion, all the hardware used should be of the 


same finish and give the feeling that it was all intended 
to be associated on the one door. 

Now, ask yourself these questions. 

1. What kind and how many butts would you recom- 
mend for store doors? 

2. What would be your second choice of butts? 

3. If doors are double or in pairs, what trim would 
you put on the inactive door? 

4. What kind of locks would you specify on push and 
pull doors? 

5. What are the advantages of push bars? 

6. What kind of locks would you put on store doors? 

7. Would you have a lock with stops in the face? 
Why? 

8. In what way does a kick plate add to doors? 

9. Why should store doors be equipped with door 
closers? 

10. After a proper size door closer has been put on a 
door, what is necessary to insure its giving efficient 
service? 





Too Big a Straddle 


ORMALLY, there are three types of retail stores: 

those appealing to the highest class of trade, with 
which the Quality-Merchandise Appeal is paramount; 
those reaching the middle classes with which both the 
Quality Appeal and the Price Appeal are important; and 
those reaching the lower classes with which the Price 
Appeal is, by all odds, the most important. 

It is possible for a retailer to so aim his store’s 
appeal that he may reach adjacent classes of these three. 
Thus he may successfully make a high and a middle 
class appeal. With some additional difficulty, he may 
make a middle and low class appeal, though it is a 
harder thing to do. But woe betide the retailer who 
takes it into his head that he can be “all things to all 
people,” that he can successfully straddle all three 
classes. It simply cannot be done. He is attempting 
something which belongs to the domain of the circus 
acrobat. 

He will quickly find that he is attempting too big a 
straddle. In seeking to appeal to all three classes, he 
will really be appealing to none of them. High-class 
trade never did like to associate with low-class trade, 
and vice versa. And it always will be that way. Beware! 
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© Dartnell, Chicago, 1926 


Does Your Sales Axe Need 
Grinding? 


By Eugene Whitmore 








This article is reprinted through the courtesy of Sales Management, 
published by the Dartnell Corporation. 


NE of the leaders in a certain industry has been forging ahead at a rapid pace during 
the past three years. Competitors have marvelled at sales and profits rolled up by 


this comparatively young concern. 


The sales manager was recently interviewed by a reporter who wanted to know how 
it was that this concern could increase its sales so much faster than tite industry as a whole. 


For an answer the sales manager reached in his desk and fished out three dog-eared 
pages from a business paper dated November, 1921. “Here is the article which started me 
to thinking,” he explained. “It tells of the experiences of another concern in a radically dif- 
ferent line. When I read that article I said to myself, ‘If they can do what they did, why 
can’t we?’ I adapted some of their methods and they worked for me as well as they did for 
the originator. Most of our ideas are borrowed from other fields.” 





Some sales managers are too busy to stop to read the business papers. Like the poor 
fellow in the picture, they are hacking away at markets with sales methods that have long 
since been dulled. Stopping to read about the experiences of others is just another way of 
stopping to put a new edge on your sales tools. 
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Books 


By Saunders Norvell 


HERE is a separate world of books and book 
readers. What a consolation it is to be a lover 
of books! We may be carried into some back- 


wash by the current of life, but still we can live 
gloriously in books. 





* * + 


I know a man living on a farm in an out-of-the-way 
spot in Missouri.He writes me that he frequently does 
not see a neighbor or anyone else for a week at a time. 
This man was once in active business. He voluntarily 
retired to this farm. He plows; he takes care of his 
horses and his pigs; he sows; he rides his harrow; he 
swings his axe. At the end of a hard day of manual 
labor, he writes that he washes in the enamel basin on 
the bench just outside of the kitchen door. He eats, 
with the appetite of a hired man, food raised almost 
entirely on his own land. The walls of his sitting room 
are filled with book shelves. At night he associates 
with the great minds of every land and of every coun- 
try. This man is happy and contented. He writes that 
he does not sigh for the crowded cities—he will take 
eare of his land and his land will take care of him. 
He has banished FEAR. 


* % % 


I owe another apology to my readers. In Paris an 
elderly woman loaned me a book called “Woman in 
France.” I wrote about it later in my article entitled 
“Tears,” the article about the Conciergerie in Paris. 
I gave the name of the publisher, 


Mr. H. S. Nichols, 
(Corrected address) 209 West 57th Street, 
New York City 


I returned this interesting book to my friend and im- 
mediately upon my arrival in New York wrote to Mr. 
Nichols for another copy. I suggested to Mr. Nichols 
in my letter that he reprint this book at a moderate 
price. His reply is illuminating. With his consent, I 
give it to you below: 

*% % * 

“I duly received your favor together with your check 
for $3.65 for a copy of ‘Woman in France,’ and this 
volume was sent to you by insured parcel post and I 
have no doubt same reached you in good condition. 

“I purchased the issue of July Ist, 1926, of HARDWARE 
AGE and read your article entitled ‘Tears,’ and was 
pleased to find that there actually was one man at any 
rate who really appreciated my book, ‘Woman in 
France,’ which I published in 1914, a dozen years ago. 

“I edited this book myself; I read the proofs myself 
with infinite care also; I translated all the foreign 
words and phrases which occurred in the text for the 
benefit of those who could only read English, which 
translations I placed at the end of the volume. 

“When I published this book ‘Woman in France,’ 
just before the war, the price was $1.25. You prob- 
ably will be surprised to be told by me that the book 


was an utter failure and hardly sold at all!!! And I 


spent $3,000 printing and producing it!!! 

“Up to date your article in HARDWARE AGE has 
brought me about twenty inquiries. Possibly you may 
have expected that hundreds of persons would write to 
me, taking into account the ‘boost’ you gave the book. 

“My dear sir, I have been publishing books for fifty 
years: I was twenty years in London; I was eight years 
in Paris, and I have been twenty years in New York 
City, and besides I have traveled all over the world 
and met all kinds of people, those who considered them- 
selves of very great importance and others of no im- 
portance whatever, and I have come to the conclusion 
that the old saying—‘History repeats itself’—is true! 
This means that what has happened will happen again. 

“My opinion is that Revolution and Anarchy are 
plainly visible on the horizon; in fact, there is open 
revolt and utter lawlessness of every kind and de- 
scription going on around us on every side right here 
in New York City, as there are in every other great 
city in the world. Every day there are brutal, cold- 
blooded murders being committed; robberies are taking 
place all day long and every day; every kind of 
swindling and cheating is boldly and unblushingly car- 
ried on everywhere; immorality and lust are rampant; 
in fact, there are just the same conditions prevalent to- 
day as there were before the Revolution in France. 
But, my dear sir, you don’t suppose, do you, that people 
are going to be warned or take any notice of anything 
you or I may say? 

“Regarding your suggestion that I should reprint 
‘Woman in France’ in a cheap edition, no! my dear 
sir, it is no use reprinting the work, people would not 
buy it even in a fifty cent edition. People don’t want 
to read books of this kind now-a-days; they don’t want 
to read any miserable stuff; they don’t want to be given 
any warnings; they don’t want to learn any lessons 
from the past; the only kind of reading they want is 
the exciting, the romantic and the erotic and sexual 
stuff, the more perverted and lascivious, the more at- 
tractive. These are the only kind of books in which they 
are interested, the only kind they want. What the hell 
do they care about suffering humanity, or morals, or 
injustices? How can I get money? How can I get 
money without working for it? From whom can I 
steal money? Whom can I cheat and swindle? I’ve 
got to get money so that I can have a good time! I 
don’t care who I ruin, I don’t care who I crush against 
the wall, so that I clamber and get on top! 

“But I do not want to take up any more of your time 
in telling you my opinion of ‘The Battle of Life’ as 
ruthlessly waged today or of those who are waging it.” 


> 


In this letter Mr. Nichols does not hesitate to express 
his opinion of the reading public. He has been a pub- 
lisher for many years. He has had wide experience. 
He must know. 
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Then, on Thursday, August 12, 1926, Mr. Nichols 


writes me again as follows: 

“It was a pleasure for me to receive your letter of 
August llth, and I hope I may have the pleasure of 
meeting you personally some day. 

“T also am an individualist and in my beautiful shop 
I occasionally say a few words on the dangers of herd- 
ing and on the folly of being a sheep. 

“Of course it does not matter what I say for I ama 
person of no importance whatever. We are all in the 
dark together; the only difference is the intellectual 
keeps knocking at the wall, while the ignoramus stays 
quietly in the middle of the room. I know a little and 
the little I know enables me to know how little I know! 
Humility, a rare thing among the learned, is rarer still 
with the ignorant! 

“As I have said in my other letter—‘History repeats 
itself.’ 

“TI have tried, and shall continue to try as long as I 
live, to persuade all whom I can to put an end to man’s 
eternal search for thé unknowable and unattainable, 
and to live in this world as it is, trying to give com- 
fort to one another; trying to make people happy and 
contented; trying always to have a thought and a kindly 
smile for the other fellow; trying to help wherever and 
whenever I can.” 


So, under date of August 13, 1926, I wrote Mr. 
Nichols: 

“Your letter of Thursday, August 12, 1926, with your 
re-written letter of August 9, 1926, received. 

“Many thanks for your consent to use this letter. 
Some time within the next thirty days I will work it 
into an article and of course will send you a ¢opy. 

“I would be very glad indeed to meet you, also to see 
your shop and your books as I am very fond of books— 
too fond of them. They are my principal weakness. 

“On the other hand, I must admit that experience 
teaches me it is not always wise to meet a man who 
has made a favorable impression upon you by his let- 
ters or writings. I am writing this with a smile and 
a twinkle of the eye. I have had some admirers who 
have read my articles. Then, when we have met, I have 
seen their disillusionment. Several of these friends 
have admitted to me that I was not a bit like my writ- 
ings. I do not know just what they expected, but any- 
how, my personallity did not fill the bill! 

“I myself have also been disappointed in meeting 
others! 

“T actually think that a preacher or a writer should 
go into retirement and stay there except when he 
speaks or writes. I believe that Pericles had the dope 
about right. If I remember correctly, he only came out 
of his walled enclosure and showed his face to the 
Athenians once a year. 

“However, some of these days I am going to take a 
chance and drop in to see you. I always like to meet 
a man in his own environment. 

“Again allow me to thank you for your permission 
to use your letter. You will find that I will treat you 
tenderly !” 

Now, here comes another letter from a hardware 
man in a city in Canada. How different are the two 
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My friend Nichols writes like the eloquent 
author of Ecclesiastes. This unknown writer was also 
full of years and experience. He had seen all of the 
world and in the end he cried—‘“Vanity, vanity, all is 
vanity!” But note the letter of this writer from 
Canada. He is still young. He still labors. He is 
still ambitious to learn, to know and to achieve. 


letters! 


% *% * 


“IT have just read your article on making a profit in 
the HARDWARE AGE of August 5th, and must say that 
this is a splendid article and I have taken a great deal 
of pleasure in reading same. There is certainly some 
wonderful information in this article. In it you say 
that you have been a great reader but if you had your 
life to live over again you would read entirely different 
matter. This is something that interests me greatly, 
as to procure the proper reading matter seems to be 
very difficult. With your experience in reading and 
your years I would appreciate it if you would kindly 
suggest to me what books you think a young man should 
read. 7 
“At an early age in my life my father became an in- 
valid and I was forced to leave schoo] at the age of 
thirteen and went to work in the hardware store of 
X of this city. At that time I was attending a 
country school, but the education I had at that time 
would be about on a par with grade eight. Since then 
I- have spent three months in a business college and 
about six years ago I completed a correspondence course 
in salesmanship. I have since taken a correspondence 
on General Business, and this I have almost completed. 

“My reading matter consists of McLean’s Magazine, 
published by the McLean Publishing Company of To- 
ronto, which is an all Canadian magazine. I also sub- 
scribe for a local daily paper, Hardware & Metal, pub- 
lished by the McLean Publishing Company, Toronto, 
and the Hardware Dealers Magazine. I have also read 
your articles in tl® HARDWARE AGE Yor the last two 
years, and have found same very interesting and help- 
ful, as well as your book, ‘Forty Years of Hardware,’ 
which I have found the same. I am now thirty-six 
years of age, but until a few years ago I had read but 
very few books. Since I have read the following: 

“Les Miserables, by Victor Hugo. 

“Abraham Lincoln, by Henry Ketchum. 

“Where Are We Going? by David Lloyd George. 

“Human Efficiency and Levels of Intelligence, by 
Henry Herbert Goddard. 

“The Canadian Provinces, Their Problems and Poli- 
cies, by John Nelson. 

“My Life’s Work, by Henry Ford. 

“Pickwick Papers, by Charles Dickens. 

“The Bible. 

“The last I have read through from cover to cover 
and have read the New Testament about three times. 
I do not belong to any fraternal orders—in fact, the 
only thing I belong to is the First Baptist Church. My 
life is made up of my work and my home.” 








(Continued on page 76) 





46 HARDWARE AGE 


ELE IOLESE. ” 
P4473 17] 34 
So . 


-— 2? . 
9425444 9147 


PrP Err 
ea E & 


$4444 Pag 4 





August 26, 1926 


MELiBEReLELe SE 


EEESSEIES COR TECECEEECEEL 
r | ea «&. & 
Baek PLE ESE EE 
' ett tte a 


gs 


s2 aa 


- 





The Hampden Hardware Co., Marysville, Cal., carries a paint stock totaling in value about $5,000, which is 


turned five times during the year. 


This company’s reine for success in paint merchandising is “Go Out and 


Get the Business’’ - 


If You Want the Paint Business 
“GO OUT AND GET IT” 


66 HAT do you do to get paint business?” we 
\ \ recently asked Earl E. Monson, manager, 
Hampden Hardware Co., Marysville, Cal. 

“Go out and get it,” he replied. 

“What do you mean—peddle it?” 

“Sure, why not?” 

“But isn’t that an expensive way to sell?” we asked. 

“Well, that all depends on how you look at it, I sup- 
pose. We think its cheaper to sell merchandise, and 
to keep it moving, than it is to have a stock that only 
moves once or twice a year.” 

“How much of a paint stock do you carry?” 

“About $5000 worth.” 

“How many stock turns do you get?” 

“We turn our paint about five times a year.” 

“How do you do it?” 

“We go out and get the business. We don’t wait for 
somebody to come in and hand it to us on a silver 
platter.” 


“That’s all right, but how do you work it? Do you 


have men out peddling from house to house, or what?” 

“Well,” said Monson, “I’ll tell you. This is a farm- 
ing district. Most of our customers are farmers. In 
the spring and summer and during a good part of the 
fall they have to stick pretty close to home, and they’re 
pretty darn busy. When they go to town they want 
to take a holiday. Lots of ’em get in their cars, when 
they want something, and can afford to take the time, 
and instead of coming in here they chug right on past 
and keep on going ’till they get to Sacramento. Bigger 
town, more stores, more variety, better town for a holi- 
day, and so forth. 

“So, instead of sitting here watching them ride by, 
we go out and see them before they leave the farm.” 

“That’s not a bad idea.” 

“You can bet your life it isn’t.” 

“Do you have men calling on the farmers regularly ?” 

“Sure, every day. The men in the store now will be 
out calling on customers and prospects next week, and 
the ones-that are now out will be in here. It works out 
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to good advan- 
tage.” 

“Do they sell 
everything or 
only paint?” j} rena if 

“Anything we iy 
have or can get "=m . 
they sell. It’d be [Ex re Oe 4 
silly if they Bee 
didn’t.” 

“Do they carry 
samples and cata- 
logs?” 

“Yes, but their 
‘gift of gab’ is 
the principal 
thing they carry 
with ’em.” 

“Getting back 
to the paint busi- 
ness for a min- 
ute,” we said, “how many stock turns did you get be- 
fore you started going after the business?” 


Made an Effort 


“Oh, I don’t know, about two, I guess. The thing 
that has helped us to increase our paint sales is that 
we have made an effort to sell insecticides and paints 
at the same time. The average farmer appreciates the 
value of a good and not too expensive insecticide. When 
he realizes that, it is only logical that he should also 
appreciate the value of a good paint as a preservative.” 

“Does the insecticide business amount to much?” 

“You bet it does. We sell about $25,000 worth of 
the stuff during the course of a year in conjunction with 
paint.” 

“But I notice you have a pretty good display of paints 
and brushes in the store just the same.” 

“Certainly. A lot of paint and brushes are sold right 
here. And that’s why we sell ’em here—we display 
them.” 

“That’s a good display of brushes you have.” 

“Say, you’d be surprised how our brush sales have 
increased since we put that table on the floor. It beats 
putting them in a cabinet or behind glass. Men come 


brushes. 


Tie! 
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The Hampden Hardware Co. has a paint brush display counter in the 
center aisle of its store which is responsible for its increased sales in 
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in here and see 
that and walk up 
to it and pick up 
the brushes, you 
know, and _e sell 
themselves before 
they even buy 
paint. 

“The other day 
a fellow came in 
here and started 
to look around. 
It happened that 
everybody on the 
floor was busy, 
and a couple of 
customers were 


waiting. This 

: fellow walked up 
Customers will come into the store and pick up the brushes; 

thus they practically sell themselves to that brush 

table and looked 

it over. In a few minutes one of the boys went up to 

him, and the fellow said he wanted a hammer. While 


George was getting it the fellow picked out one of the 
most expensive brushes there, and a couple of others 
as well, and then he told George that he guessed he’d 
have to get some paint, too. 


Sales Getter 


“When everything was sold to him that could be sold, 
he paid cash for the stuff and walked out chuckling. I 
asked George what the fellow was laughing at when 
he left. He was laughing about that brush table. He 
told George all he wanted when he came in was a nail 
hammer. Then he saw the brushes and remembered 
that he’d been thinking about doing some painting 
around his house for a long time, so he decided he 
might as well get to it. So he bought the brushes and 
had to get paint and varnish and sand paper and a 
sponge and some putty and a putty knife.” 

“Do you do any advertising?” we asked. 

“Yes, we advertise in the local movie houses, and do 
a little circularizing. But the best advertisement is 
satisfied customers and salesmen who know their busi- 
ness and who are on to their jobs.” 





The Source 


T seems difficult for many men who sell goods to 
realize that the money they earn does not come out 
of their employer’s pocket. 

Where does it come from? It comes from the person 
to whom he sells—the customer. 

No young man permits himself to be surly in manner 
when addressing his employer. He wouldn’t think of 
forgetting his manners when approaching any other 
person to ask a favor of him for himself. 

And yet many young men employed as salesmen in 
retail stores permit themselves to be rude and bad man- 
nered to customers. They seem not to realize that they 
are asking a favor of the customers. The very fact 
that they are there to sell goods is, in itself, a request 
to the customer to buy. 


of Your Pay 


A traveling salesman carrying a line to sell to retail 
merchants does not enter the merchant’s store with his 
sample case and proceed to insult the merchant. If this 
was his habit with customers he would starve to death. 

The only difference between a traveling salesman’s job 
and a retail salesman’s job is that the latter’s cus- 
tomers come to him. 

It is just as necessary for the retail salesman to 
make a good impression on his customers as it is for 
the traveling salesman. 

And the only way he can sell himse!f{ to his customers 
is to keep in mind that it is the customer’s money from 
which he gets his living, and to treat the customer with 
the same respect he treats his actual employer. 

—Inside Talks. 
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Recommendations 


In the Last Chapter of This Interesting Series Mr. Mappes Dealt with Putting His 
Store Engineering Plan Into Practice—This Chapter Tells of Economies 
and Limiting of Waste 


By Frank Mappes—Store Engineer 
Part IV 


a question the wisdom or fallacy of the quanti- 

ties previously purchased. It is hardly neces- 
sary to say that some of the revelations were astounding. 
Very little replenishment was necessary until the Fall 
painting began. While the April dating on the invoice 
was some inducement for the large order, it was not 
justified, because even at that they lost the cash dis- 
count. 

With a definite record of the movement of the paint 
stocks during the previous year the buyer had a guide 
that entirely removed guess work. While it must be 
admitted that no one can foresee an unexpected demand 
for a particular color, that contingency had to be elimi- 
nated entirely and the record of the previous year used 
as a guide. The pre-season purchase was about 
$2,000.00, which, with the $2,500.00 of inventory on the 
first of the year, provided an ample stock to start the 


CAREFUL study of the figures showed without 


season. 
While they were unable to take advantage of the cash 


discount the year before, they were able to get the pre- 
payment discount of 5 per cent and by ordering re- 
placements every two weeks they were able to keep their 
stocks in prime condition and enjoy the cash discounts 
on every invoice. 

Average Inventory 


The average inventory during the year was turned a 
little better than three times, with an increase of 25 
per cent in volume. 

This experience was repeated in other lines, and 
other departments, so that the general turnover was 
materially improved. 

All orders were made in triplicate, the original going 
to the vendor being white, the duplicate (blue) to the 
receiving and price clerk, the triplicate (yellow) being 
the office copy. Every order had to be signed by the 
merchandise manager, who caused the office copy to be 
filed after the amount of the order had been charged to 
the commitment budget. The blue copy was sent to the 
receiving and price clerk, who filed it until the goods 
were received and properly priced and the invoice 
checked, then, if correct, it was destroyed as it had 
performed its function. It was sometimes found ad- 
visable to predetermine the selling prices at the time 
the goods were purchased. When this was the case 
such prices were noted on the blue sheet for the guid- 
ance of the price clerk, but at no time was the head of a 
department as a buyer permitted alone to determine 
the selling prices. That was in every instance finally de- 
cided by the manager, who set the policies and decided 
the necessary action. 


The price man simply functioned in the production, 
while the manager did the planning in joint action with 
the heads of the departments. 

In planning special sales, campaigns and other fea- 
tures requiring purchases, the blue copy carried the 
necessary information so that the receiving clerk could 
make the proper disposition and notify the sales pro- 
motion manager, whose duties required him to plan 
displays, window trims and advertising, which he did 
in cooperation with department heads. 

A plan for rigid economy and limiting of waste was 
put into practice. This had a tendency to bring to the 
minds of all employees their responsibilities and the 
needless leaks which they could cooperate in overcom- 
ing. As an illustration it might be well to describe one 
particular waste and the manner in which it was over- 
come. The boxes, barrels and crates in which mer- 
chandise was received were often opened in such 
ruthless manner that they became useless for further 
use as containers, so it was necessary to consider them 
as trash. This kindling wood was carted away with 
other accumulated rubbish to the public incinerator. It 
was forcibly brought to their attention that if a box 
were sold for 10c, an empty nail keg for 5c, and empty 
barrels at 50c, such sales would be all profit. If a net 
profit of 5c were possible on every dollar’s worth of 
business done during the year, the company would con- 
sider itself fortunate; therefore by saving a box and 
selling it for 10c it would be equal to making a sale 
of $2.00,,and in the case of an empty barrel equal to 
making a sale of $10.00 worth of merchandise. These 
boxes and barrels soon found a ready sale because they 
were always in good condition, and users were calling 
and carting them away as fast as they were available. 


Anxious for Empties 


It was found that foundries were anxious to take all 
the empty nail kegs for making small shipments of 
castings, and were glad to pay for them. Five or six 
hundred per year were previously destroyed in the face 
of such a ready market. The best part is that where 
it previously cost the firm to cart them to the inciner- 
ator, now the customers pay to come and get them. 

In the cases of broken crates and kindling wood, they 
were disposed of to people needing kindling, often as a 
gift to needy poor—in that way getting free adver- 
tising. 

The items thus sold were credited to the upkeep of 
the trucks; thus encouraging the truck drivers to exert 
themselves to make a showing in lowering the costs of 
operating the trucks. 

Damaged or shopworn merchandise was disposed of 
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by offering P.Ms. to,the salespeople. Such items were 
tagged with red tickets, and when sold the tags were 
attached to the sales tickets, and at the end of each day 
the P.Ms. were paid in cash to the persons making the 
sales. 

This method had the effect of always keeping the 
desirability of moving shelf warmers in mind, and 
stimulating the alert salesman to dig out slow movers, 
bring them to the attention o* the manager, and push 
their sale. 

An arrangement of counters and tables in a horse- 
shoe formation similar to those of the 5 and 10c stores 
was placed in the front part of the store, near the 
entrance. Here was shown in close alignment with 
seasonable items many items that had not seen the 
light of day for many years. They were shown in wire 
display baskets, neatly arranged. and each basket with 
a neatly printed price tag—so “that he who runs may 
read.” A large placard was prominently displayed, on 
which was announced that many bargains in discon- 
tinued lines were shown here. It was found advisable 
to make this a permanent department after the shelf 
warmers were gone, and to purchase specials for the 
purpose. This was put in charge of a girl who had had 
Woolworth experience. 

While no attempt was made to compete with the 
chain stores, many sales were made that would have 
been made at the other stores if such displays had not 
been attempted. 

Counters and show cases were shifted around. Every- 
thing was marked in plain figures; and it goes without 
saying that the system of stocking and display, which I 
treated in a previous article, was put into effect as soon 
as possible, so that in a few months the store resembled 
all the others with which T had had any connection. 

The effect on the buying public can be best described 
by citing the remarks of a lady customer. She said, “I 
don’t know what has happened around here as I haven’t 
been in the store for several months, but whatever it is, 
it is for the better. I never before saw the store look 
so nice, nor the clerks so alert and courteous.” 





(To be concluded) 





Are You Taking Advantage of 


“Over the Counter Accessories” 


By D. R. Coutts 
President, Western Chain Co. 


merchandising, does the retailer enjoy the confi- 
dence of his local community to a greater degree, than 
does the retailer of hardware. 

Most of his customers own or drive automobiles. They 
frequent his store many times during the course of a 
year to purchase hardware items. They have explicit 
confidence in the merchandise he recommends and yet 
with this advantage on the side of the hardware mer- 
chant, he allows the lions share of a billion dollar busi- 
ness in replacement tires and accessories to go to the 
local garage and tire repair shop. 

There are without doubt, certain items in the acces- 


| years I am safe in saying, that in no line of 
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sory line which cannot be profitably carried by the 
hardware retailer due to the fact that such items require 
a certain element of shop work in their attachment, 
which service the average hardware man is not equipped 
to render. Such replacement parts, properly belong to 
the garage man, who has facilities for rendering the 
service involved and can obtain a margin of profit in 
the handling of those items by making a proper charge 
for the time consumed in their installation. These so- 
called replacement items are not productive of volume 
and are not good merchandising lines due to the limited 
turnover afforded. 

A careful analysis on the part of the hardware mer- 
chant will appraise him of literally dozens of items, used 
exclusively by the car owner, all of which can be handled 
as package merchandise or over-the-counter accessories. 
How many hardware merchants are actually aware of 
the volume their immediate territory affords on such 
items as: tires, spark plugs, bumpers, spot lights, 
luggage carriers, tire chains, socket wrenches, tire jacks, 
polishes and paints and innumerable articles of this 
nature, that are being purchased daily by the consum- 
ers who frequent their stores? 


An Illusion of Youth 


\ ‘ 7HEN a young person comes to the realization 

that he must work for a living, and that if he 
ever is to enjoy the comforts and luxuries he sees 
possessed by others around him they must come as a 
result of his own efforts, the happiness he desires seems 
to be a long, long way off. Then he is likely to harbor 
a belief that comforts and luxuries mean happiness, 
and that work is a hateful condition of his life. The 
first of these beliefs is an illusion, as many a rich man 
knows, and the second is a delusion, as he presently 
learns when he gets into a vocation adapted to his par- 
ticular talent. 3 

Work is the great cure for men. Luxury is corroding 
when it has not been earned, and idleness the greatest 
true source of discontent. The young man who goes 
out in health to earn hisdiving by his hands, his muscles, 
his thought, or all of them together, may find his job 
irksome at first, but soon happiness comes to him, and 
the joy of service, when he finds himself of use in the 
world. He gets the habit of industry, increases his 
efficiency, and the world becomes a bright place in 
which to live. 

Then, if to his industry he adds thrift, another great 
joy comes to him—accumulation. It never comes to 
those who spend all they earn. But for those who save, 
and see their resources increase by saving, the sun 
shines on cloudy days, and the illusion that only those 
who do not have to work for a living are fortunate. 
fades away. He has made a man of himself by honor- 
able work and comes to know “an honest man’s the 
noblest work of God.” 








Every man, woman or child who enters a store offers 
the merchant the privilege of creating good will. Don’t 
throw away that privilege. 





“Business at the old stand” is no longer a good 
slogan. The rest of the world has moved on. 
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The Charles W. Walmer Hardware Co., Wilkinsburg, 

Pa., believes that display is a large factor in the sale 

of paint and glass. Above is shown an interior paint 

display in the store of this company and to the right 
is a corner of the firm’s paint window 


How Walmer Turns His 


Paint and Glass Stock 
16.3 Times 


HEN HARDWARE AGE published a little while 
\ \ back that the turnover of the Chas. W. Walmer 

Hardware Co., Wilkinsburg, Pa., was around 
seventeen times annually in paint and glass, requests 
for information came to him from many dealers east 
and west. He is still selling paint and glass briskly, 
and in response to an inquiry for a follow-up story 
turned to a small ledger and gave out the following 
tabulation of results: 


YEAR PAINT GLASS PAINT AND GLASS 
1921 6.6 times 
1922 7.4times 10.7 times 9.4 times 
1923 8.5times 17.5 times 13.7 times 
1924 10.5times 23.1 times 15.3 times 
1925 11.5times 23.3 times 16.3 times 
Lead, oil, brushes, and other sundries are not in- 


cluded in the above turnover figures. Then, Walmer 
called attention to the fact that he is giving out these 
figures for one purpose only, and that is to illustrate a 
conviction, that it is better to specialize on a well known 
line in preference to assuming the selling burden of 
an unknown line and scattering sales efforts over sev- 
eral lines. He believes in a dealer combining his efforts 
with those of the big advertiser. 

The matter of dead stock, slow movers, and stock 


that is grabbed up almost as soon as it is put on the 
shelves has had much close study from Walmer, He not 
only has studied it as it affects his profits, but has con- 
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sistently kept tab on what other hardware dealers are 
doing about the matter. A few years ago, he decided to 
keep investments in stocks down as low as good business 
permitted. He could do it quite successfully with all 
stock that could be shipped from near-by warehouses; 
that is stocks that could be delivered daily or at most 
in a few days. 

Since his line of paints and glass could be shipped 
from factories and warehouses by truck daily, he ap- 
proached the policy of paring paint and glass stocks 
down to an irreducible minimum. A daily delivery at 
11 in the morning could be had direct from factories in 
most instances. He began five years ago to pare invest- 
ments in paint and glass stocks, and the results were 
entirely satisfactory. That was the time HARDWARE AGE 
published the first story on his high turnover in these 
two lines. So many inquiries came in after the article 
appeared that he set himself to pare stocks still further 
and at the same time, undertake a plan of closely co- 
ordinated advertising with the national advertiser. His 
paint and glass were at the time, as now, receiving the 
best attention that expert advertising men could give 
them. 

When stock investment began coming down, of course, 
turnover jumped up; when sales accelerated, as they 
have steadily done in these two lines, turnover got an- 
other push upward. During the period of five years 
since the downward movement of stock investments be- 
gan and the upward swing of sales made a joyful ac- 
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companiment, turnover in the two lines has gone from 
6.6 times to 11.5 times, not so far from a tidy 75 per 
cent, and that in a district where competition is sharp. 
Walmer remarked that the business came in over the 
counter, as he has never had an outside solicitor. He 
cites these turnover figures, merely to show what can 
be done. He, furthermore, maintains that it is not orfly 
the dealer whose store can be reached by truck daily 


that can get these results. 

As to how he coordinates 
the advertising of the manu- 
facturer and his own can be 
best told in his words, “I be- 
lieve emphatically in -unified 
advertising. The manufacturer 
has his national and metro- 
politan; the one is on the 
pages of the big magazines, 
and the other, in the metro- 
politan dailies. I put copy in 
the local weekly paper; I have 
my windows and stickers that 
I occasionally attach to the 
bills as they go out, in all, 
five lines.” The first two al- 
ways dovetail as closely as 
science can make them. When 
the national advertiser fea- 
tures an article, Walmer’s 
copy in the weekly paper, and 
the stickers, plus the win- 
dows, go right along. It is a 
case of hitting on all five 
cylinders after the carbon has 
been cleaned out. It may 
take a few days for the full 
effect of the coordination to 
be felt, but—well, sales go on 
steadily with each year show- 
ing net gains in both volume 
and turnover. 

Display a Factor 

Then, he has a habit of put- 
ting himself on the other 
side of the counter; he sees 
through the eyes of cus- 
tomers; in that way, he takes 
a long look at himself, the 
kind of scrutinty that doesn’t 
miss anything of importance. 
That explains partially why he 
spares no efforts that will 
make the novice painter do a 
better job. He understands 
how loth most persons are to 
place blame upon their own ef- 


forts. He knows that it is quite easy to explain the poor 
job by finding some fault with the article, whatever it 
To that end, he sees to it that the 
novice painter is posted on the consistency of good 
paint and illustrates by reference to the nationally ad- 
vertised kind he sells; he also explains how much area 
of wall, for example, paint of proper density should 
cover. How well he succeeds, is attested, in his opinion, 


may have been. 
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by the paint customers that have come back year after 
year, fully satisfied with the results of previous years. 
Seeing through customers’ eyes is well worth all the 
time it takes,” he insisted. 

“Display is a large factor in sales,” he exclaimed, 
“and don’t forget it. People like to see what they buy; 
furthermore, they like to feel it, and otherwise examine 
it.” Convinced of that bit of selling psychology, he ex- 


pended several thousand dollars within the last year in 
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This sign, which hangs in front of the Walmer 
store, shows clearly how the firm coordinates 
the advertising of the manufacturer and his 
own. Walmer believes in unified advertising 


householders. 


re-setting his main floor in 
order to put within reach 
literally thousands of articles, 
hardware, household, and 
what not. Paint, too, came 
within the scope of his big 
experiment. Every can is 
within reach; every label is 
clean and neat; small globes 
throw every can on several 
long shelves in good light. 
Prices, too, are displayed on 
neat white cards in large type. 
Customers help themselves 
daily. “It is as easy as can 
be for a man or woman to 
reach up and take down what 
is wanted. That helps in push- 
ing sales up,” he volunteered. 
So, high turnover that is 
steadily increasing and sales 
that likewise are the result 
of a combination of efforts. 


Create a Market 


It is axiomatic to say that 
the average human being must 
be sold and that markets in- 
stead of developing of them- 
selves, must be created. The 
truth of this assertion is 
demonstrated by the great 
impetus to the use of paint 
and varnish that has resulted 
from the unremitting activi- 
ties of the Save the Surface 
Campaign. The slogan, “Save 
the Surface and you Save All,” 
is so logical and irrefutable 
that it has brought home to 
householders everywhere the 
economy of painting in time. 
It means money well invested 
to say nothing of the saving 
from deterioration as the re- 
sult of exposure to the ele- 
ments. 

Many hardware merchants 


in even the smaller communities easily sell from $10,000 
to $40,000 worth of paint yearly. 
small town that would not need more than $5,000 worth 
of paint during the year. 
easily be tripled, provided the local hardware mer- 
chants energetically spread the gospel of paint among 


It would be a very 


This amount of paint can 
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Question: How did the term “bore” 
to the gage of firearms come into use? 
Newark, N. J. 

Answer: To the word “bore” when used to tell the 
gage of a shotgun there attaches an interesting bit 
of history. In the days when rifle balls were spheri- 
cal, and long, cylindrical, conical-headed bullets were 
undreamed of, the gunsmith adopted a curious but 
convenient method of designating the gage or diam- 
eter of the bore. He expressed it by stating how many 
bullets of the size that would fit a particular musket 
would go to make a pound. A 10-bore musket would 
be one of such a bore that ten of its bullets would go 
to make a pound. 


In your opinion will the home-built 
i 


Question: 
radio receiver soon be a thing of the past? 
Omaha, Neb. 

Answer: By no means. It is estimated that 75 
per cent of the radio market is for completed receiv- 
ers and 25 per cent for parts. According to a recent 
survey undertaken by the Milwaukee Journal, two out 
of every seven sets in Milwaukee are home built, or 
rather home assembled. This condition is typical of 
other cities and would indicate how important a fac- 
tor the parts customer still is in the radio market. 


Question: How should I prepare a_ creosoted 
shingled roof, exposed to the weather for about two 
years, for painting to prevent creosote coming 
through? R. C., Atlanta, Ga. 

Answer: In the instance you mention no special 
treatment is needed as there is not enough creosote 
present in the shingles after exposure to the weather 
for two years to cause trouble. 


Question: What sized brushes are best suited for 
outside work? R. C., Washington, D. C. 

Answer: A 3- or 4-in. flat brush is generally used 
for outside work, with a 114-in. brush for painting 
sash. 


Question: What tints are best suited for multi- 
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colored or polychrome effect in interior decorating? 
R. M., Baltimore, Md. 


Answer: The numerous tints employed in multi- 
colored work should be quite light and of nearly equal 
intensity. When the various motifs constituting the 
design have been completed, the brightness of the 
whole can be subdued, if desired, by the application 
of a glaze. This can consist of 1 gal. of flatting oil 
and 12 oz. of whatever pigment will best harmonize 
with the polychrome effect. The following table, pre- 
pared by M. Rea Paul of the National Lead Co. and 
appearing in The Dutch Boy Quarterly, gives a gen- 
eral idea of the approximate lightness to which colors 
should be carried. In each instance, to the various 
amounts of tinting material listed below should be 
added 100 lb. of white lead. 


Orange Buff 


10 lb. French ochre 
3 oz. Venetian red 


Warm Gray 


2% oz. Venetian red 
8% oz. ultramarine blue 
% oz. lampblack 


Greenish Blue 


2 oz. Chinese blue 
10 oz. medium chrome green 


Light Blue 

1% oz. Chinese blue 

1 lb. medium chrome green 
11% oz. lampblack 

Salmon Pink 

6% oz. Venetian red 


Light Green 


2% oz. Chinese blue 
8 oz. lemon chrome yellow 


Grayish Pink 


1% lb. Venetian red 
3 oz. medium chrome yellow 
2 oz. lampblack 


Warm Blue 


4% oz. Chinese blue 
3% oz. lampblack 


Question: What is meant by a fiduciary? R. O., 
St. Paul, Minn. 
Answer: “Fiduciary” is a term which applies to 


all persons that occupy positions of peculiar confi- 
dence toward others, such as trustees, executors and 
administrators, and a fiduciary for income tax pur- 
poses is a person who holds in trust an estate to 
which another has the beneficial title, or in which 
another has a beneficial interest, or receives and con- 
trols income of another as in the case of the receivers. 
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Winchester Agents in 
Annual Convention 
at Philadelphia 


Approximately 300 in Attendance 
at Philly District Dealers’ Con- 
vention, August 12-13, at 
Benjamin Franklin Hotel 


The Benjamin Franklin Hotel in Phil- 
adelphia was the scene of real activity 
during the Philadelphia District Win- 
chester Dealers’ Convention held Aug. 
12-13. 

The number attending this conven- 
tion was approximately 300. These 
Winchester dealers were from all parts 
of the district served by the Winches- 
ter-Simmons Co. of Philadelphia, which 
includes New York, New Jersey, Penn- 
sylvania, Maryland, Delaware, District 
of Columbia, Virginia, West Virginia 
and North Carolina. 

This was the biggest and by far the 
most interesting Winchester conven- 





J. Clark Coit 


tion ever held in the Philadelphia Dis- 
trict. 

C. M. Carpenter of East Rochester, 
N. Y., president of the Winchester 
Club of the Philadelphia District, pre- 
sided. His address of welcome was 
very well put and was followed by 
C. T. Woodward, Carlinville, IIll., sec- 
retary and treasurer of the National 
Association of Winchester Clubs and 
a past president of the National Retail 
Hardware Association. 

He stated strongly that the hard- 
ware man’s problem was not a question 
of cooperative buying but that cooper- 
ative selling was the thing that would 
bring success. 

J. Clark Coit, president and general 
manager of the Winchester-Simmons 
companies, delivered a stirring address 
which was appropriately named “Get 
Off the Nail Keg.” He made a com- 
plete review of Winchester-Simmons 
companies’ activities during the past 
two years, as well as a review of dealer 
activities over the same period. 

Mr. Coit’s closing words were: “Gen- 
tlemen, I am not a crape-hanger—I am 
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P.F. Hord 


proud of the hardware fraternity. The 
subject of my talk this morning was 
‘Get Off the Nail Keg,’ and I mean it 
seriously. I don’t care if your organi- 
zation is only your clerk and yourself. 
Are you the length and shadow of that 
organization — and your community? 
It is your duty to see that you are the 
length and shadow of your organiza- 
tion—and your community.” 

The 300 delegates present were the 
guests of the Winchester-Simmons Co. 
of Philadelphia at a luncheon served 
in the ballroom of the Benjamin Frank- 
lin Hotel on Thursday, Aug. 12. 

P. F. Hord, president of the Win- 
chester-Simmons Co., Philadelphia, 
very clearly outlined the position that 
a district warehouse plays in service 
to the hardware dealers of a district. 

Before opening his talk, Mr. Hord 
called for a minute’s silent meditation 
in respect to Emil Sanner, past first 
vice-president of the Winchester Club 
of the Philadelphia District, who 
was killed in an auto accident early in 
July, and who was in line for the pres- 
idency had he not been killed. 

Many real interesting dealer talks 
were given during the afternoon ses- 
sion. Among the dealers who talked 
and explained how they were active in 
building up a real business were: 

R. R. Cunningham, Johnson City, 
N. Y.; S. F. Rarig, Catawissa, Pa.; 
H. F. Bond, Brooklyn, N. Y.; Lloyd 
Zarfoss, Columbia, Pa.; C. A. Hohn, 
Port Deposit, Md., and many others. 

In the evening a novel party was 
held in the ballroom of the Benjamin 
Franklin Hotel. The ballroom was ar- 
ranged in cabaret style—tables around 
the dance floor. Excellent talent had 
been procured and many big-time acts 
were put on. 

The second day was confined to the 
inspection of the Philadelphia District 
distributing plant, together with open 
forum talks and the election of offi- 
cers. Dealer officers elected for the en- 
suing year were: 

H. S. Graham, Delhi, N. Y., presi- 
dent; C. A. Fudge, Covington, Va., vice- 
president; W. H. Price, Quakertown, 
Pa., vice-president; S. F. Rarig, Cata- 
wissa, Pa., vice-president, and W. McK. 
Reber, Bloomsburg, Pa., secretary and 
treasurer. 
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Lightning Bolt Kills 
William F. Reuther on 
Greybeard Mountain 


Vice-President of the Turner, Day 
and Woolworth Handle Mfg. 
Co., Louisville, Meets Death 
While on Vacation 


William F. Reuther, vice-president 
of the Turner, Day and Woolworth 
Handle Manufacturing Co, Louisville, 
Ky., was killed by a bolt of lightning 
on Greybeard Mountain, near Mon- 
treat, N. C., Aug. 11, while enjoying 


‘his vacation. 


Mr. Reuther and his two children 
were camping on Greybeard, having 
gone there recently from Montreat, 
Southern assembly grounds of the 
Presbyterian Church. Mrs. Reuther 
was in Montreat at the time. 

The accident occurred during a vio- 
lent rain and electrical storm high 
among the mountain crags. Due to the 
presence of large ore deposits among 
the high mountains in the vicinity of 
Greybeard, lightning strikes there fre- 
quently. Greybeard is one of the 
highest peaks in the entire Appalach- 
lan range. 

Besides the members of his im- 
mediate family who were with him on 
his vacation, Mr. Reuther is survived 
by two brothers and a sister. Robert 
and Miss Carrie Reuther of Nashville, 
Tenn., and Conrad Reuther of Cin- 
cinnati. He was a native of Louisville 
and had been connected with Turner, 
Day & Woolworth Company since a 
youth, having risen from an office boy 
to vice-president. 


Tannen 


Allan Fraser Buffalo Mgr. 
for Crucible Steel Co. 


Allan Fraser has been appointed 
manager of the Buffalo office and ware- 
house of the (Crucible Steel Co. of 
America, with headquarters at 69 Car- 
roll Street, effective July 1. 


Irving Hardware Co. Succeeds 
Jos. F. McCoy Co. 


The Irving Hardware Co. composed 
of the entire personnel of the former 
Jos. F. McCoy Co., is now located at 
12-14 Warren Street, New York, 
N. Y., where ample facilities are avail- 
able. 

The Irving Hardware Co. will carry 
the same lines as shown in the Jos. F. 
McCoy Co.’s catalog, and has taken 
over most of the latter company’s 
stock. The Irving Hardware Co. an- 
nounces that it has no connection with 
any other corporation. 
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Secret Service Tells 
of New Counterfeits 


Discovery of Five Fraudulent 
Forms of Currency De- 


scribed by Mr. Moran 


Discovery of five new forms of coun- 
terfeit currency was announced Aug. 5 
by W. H. Moran, chief of the Secret 
Service Division of the Treasury De- 
partment. Warning has been sent, Mr. 
Moran said, to all banks and branch 
offices of the Secret Service. 

The counterfeits include a one-dollar 
silver certificate, five-dollar Federal 
Reserve note, ten-dollar gold certificate 
and twenty-dollar Federal Reserve 
note. The work of the counterfeiters 
was described by the chief as exacting 
on several of the bills but a close ex- 
amination of them will disclose their 
fraudulent character to any practiced 
eye, he said. 

The division’s circular letter, giving 
a description of the counterfeits, fol- 
lows in full: 

1. $1 Silver Certificate: series 1923; 
check letter “B’’; face plate No. 4327; 
back plate number indistinct; H. V. 
Speelman, Register of the Treasury; 
Frank White, Treasurer of the United 
States; portrait of Washington; serial 
number V53114446B. This counterfeit 
is a photo-mechanical production on 
one piece of paper with pen and ink 
lines imitating the silk fibre. At first 
glance this note is deceptive. The por- 
traiture is poorly etched. 

2. $5 Federal Reserve Note; Federal 
Reserve Bank of Dallas, Texas; check 
letter “G”; face plate No. 151; back 
plate number not discernible; A. W. 
Mellon, Secretary of the Treasury; 
Frank White, Treasurer of the United 
States; portrait of Lincoln. This is 
a crudely made photo-mechanical pro- 
duction on one piece of paper, with no 
attempt at simulating the silk fibre. 
Serial No. K20492739A. 

3. $10 gold certificate; series 1922; 
check letter “B”; face plate No. 351; 
back plate number indistinct; 
Speelman, Register of the Treasury; 
Frank White, Treasurer of the United 
States; portrait of Michael Hillegas; 
serial No. H83248862. This is a very 
crudely executed photographic produc- 
tion on one piece of paper, with the 
seal, serial number and superimposed 
X retouched with yellow paint. The 
back is printed very faintly in brown- 
ish tone. 

4. $20 Federal reserve note; Federal 
Reserve Bank of Dallas, Tex.; check 
letter “B”; face plate number in- 
distinct; back plate No. 793; D. F. 
Houston, Secretary of the Treasury; 
John Burke, Treasurer of the United 
States; portrait of Cleveland; serial 
No. K5148302A. This note is similar 


responsible for the $5 note. 


Mm VV. 
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F. S. Kretsinger Dies 


F. S. Kretsinger, a director of the 
American Fork & Hoe Co., Cleveland, 
Ohio, died suddenly in that city Sunday 


afternoon, Aug. 22. Funeral services 
will be held at his home, 1000 Forest 
Avenue, Evanston, IIl., Tuesday after- 
noon at 2 o’clock. 

In addition to his numerous business 
activities, Mr. Kretsinger was prom- 
inent in the civic and_ religious 
affairs of the community in which he 
lived. He was also prominently iden- 
tified with the activities of the Ameri- 
can hardware manufacturers and job- 
bers associations, and was always pres- 
ent at their convention meetings. 

He was the author of several well 
known books of interest to the trade. 
One of his most recent, “A Touch of 
the Early History of the Steel Goods 
Business,” appeared several years ago 
and was intended as a history of the 
making of forks, hoes and rakes. 





Washburn Holds Annual 
Sales Convention in Chicago 


The annual sales convention cf the 
Washburn Company, manufacturer of 
stamped and wire hardware and kitch- 
enware, 6126 South LaSalle Street, Chi- 
cago, held during the week of Aug. 
9, was attended by all of the firm’s 
salesmen from the United States and 
Canada, as well as the sales and chief 
executives of the Washburn Company. 
The five plants of the company were 
well represented at the convention. 

The affair proved a very enthusiastic 
one and many new lines were shown to 
the men, which will be announced to 
the trade at large shortly. 

Aside from the regular business ses- 
sions, there was a program of sports 
and entertainment in which all partici- 
pated, winners of prizes in the various 
activities being announced at the ban- 


_quet concluding the convention. 


The outstanding feature of the con- 


_vention, according to advices from the 
to the $5 note above described and un- | firm, was the introduction of the new 
doubtedly was produced by the persons | Androck Sno-Cap line, striking a new 


vogue in kitchenware. 
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| Mill-Mine Co., Merged 
With Large Firm 


Becomes Part of Pierce, Butler & 
Pierce, One of Largest 
in Country 


Merging of the Mill & Mine Supply 
Co., Akron, Ohio, with the Pierce, 
Butler & Pierce Manufacturing Corpo- 
ration of New York, one of the largest 
firms in the industry, was announced 
Monday. 

The Akron company will be operated 
as the Akron branch of the New York 
corporation with the same lines now 
being distributed and augmented by 
other lines. W. W. Sharp, former 
president of the Mill & Mine Supply 
Co., becomes district sales manager, 
and Fred Good, former secretary, be- 
comes Akron branch manager under 
the merger. . 

The Mill & Mine Supply Co. was 
organized in 1917, by W. W. Sharp, and 
has grown to one of the largest job- 
bing houses in the State, with an au- 
thorized capital of $500,000 and 
employing about 75 persons. 

Pierce, Butler & Pierce now operates 
five factories and 27 branches through- 
out the United States. They manu- 
facture hot water and steam heating 
boilers and _ radiation, Lambertville 
pottery, Ames steel fire box boilers, 
engines and brass valves. 





Eagle Lock Company 
Reelects Same Officers 


The retiring officers and directors of 
the Eagle Lock Co., Terryville, Conn., 
were reelected at the annual meeting. 
Henry B. Plumb is president; George 
H. Burt, vice-president; Otis B. Hough, 
treasurer. 


Robert H. Ingersoll, Inc., 
to Make Stropping Outfits 


Robert H. Ingersoll, Inc., is the new 
company name of the organization 
manufacturing the Ingersoll Stropping 
Outfit. Robert H. Ingersoll is presi- 
dent and E. A. Noland, secretary and 
treasurer. The Ingersoll Stropping 
Outfit was formerly sponsored by the 
New Era Mfg. Co. which was headed 
by Mr. Ingersoll, known so well due 
to his success with the Ingersoll Dol- 
lar Watch. 

In announcing the new company 
name with headquarters at 476 Broad- 
way, New York City, Mr. Ingersoll 
has pledged complete cooperation to 
wholesalers and retailers handling this 
item. 

The Ingersoll Stropping Outfit con- 
sists of a quality specially prepared 
leather strop with nickel plated mount- 
ings and a patented device for holding 
all types of safety razor blades se- 
curely. The holder fits over the strop 
enabling the user to properly sharpen 








one or two edged types of blades. 
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National Carbon Co. 
Appoints Harry Schott 
General Sales Manager 


For Past Two Years Assistant 
General Sales Manager—As- 
sumed New Title August 
1 — With Concern 
Since 1913 


Announcement has been made by the 
National Carbon Co., Inc., manufac- 
turer of flashlights, radio batteries, and 
dry cells, of the appointment of Harry 
S. Schott as general sales manager, 
effective Aug. 1. Mr. Schott goes to 
his new office from the post of assist- 
ant general sales manager, which he 
has occupied for the past two years. 

He is a widely known figure in the 
electrical industry, with which he has 
been identified in both the jobbing and 
manufacturing ends of the business for 
almost 25 years. During most of this 
period he was actively engaged in sell- 
ing and sales direction in the Eastern 
States and Canada. 

His first association with the line 
of goods made famous by the Eveready 
trademark was in 1913 when he went 
with the old American Eveready Works 
to assist in launching the first advertis- 
ing campaign undertaken for Eveready 
flashlights. Mr. Schott then entered the 
Canadian territory for the American 
Eveready Works, whose Canadian 
branch was established in 1914. When 
the Canadian branch was taken over 
by the Canadian National Carbon Com- 
pany in 1918, he was named assistant 
sales manager. 

Mr. Schott returned to New York 
in 1920 as eastern sales manager of 
the American Eveready Works, and 
when they were absorbed by the Na- 
tional Carbon Company in 1921 he be- 
came the eastern district manager for 
the latter concern. He was appointed 
assistant general sales manager of the 
Naitonal Carbon Company in 1924, and 
continued in that capacity until his 
recent appointment as general sales 
manager. 


Bailey-Moline Hardware Co. 


Acquires Wichita Falls Store 


The Bailey-Moline Hardware  Co., 
810-812 Ohio Avenue, Wichita Falls, 
Tex., recently organized and incorpo- 
rated with a capital of $100,000 by A. 
C. Moline, C. B. Bailey and Richard 
Nix, has acquired the retail store of 
Maxwell & Son Hardware Co., in that 
city, with a stock of about $115,000, 
including fixtures and delivery equip- 
ment. 

The new concern will continue the 
business as heretofore, increasing it 
with persistent efforts and efficient 
sales work. A full line of hardware, 
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builders’ hardware, tractors, farm ma- 
chinery, harness, hotel equipment and 
house furnishings is carried. 





R. O. Noojin Buys Store at 
Huntsville, Alabama 


R. O. Noojin has purchased the hard- 
ware business of Yarbrough Bros. 
Hardware Co., Huntsville, Ala., and 
will continue the business as the Noo- 
jin Hardware & Supply Co., R. O. Noo- 
jin, proprietor. 


Timken Co. to Take Over 
Bock Bearing Co. 


Negotiations are under way for the 
purchase of the plant and business of 
the Bock Bearing Co., Toledo, by the 
Timken Roller Bearing Co., Canton, 
Ohio. The Toledo plant was built 
originally for W. E. Bock for the 
manufacture of a roller bearing. Later 
it became a part of the Standard Parts 
Co., Cleveland, but when that organ- 
ization was dissolved, it was taken over 
by Cleveland interests and operation 
continued. R. E. Clingas is the active 
manager of the company. A special 
meeting of the stockholders of the Bock 
company has been called to take final 
action on the negotiations. 





Pratt & Lambert Employees 
Hold Annual Outing 


The annual picnic for employees and 
friends of Pratt & Lambert, Inc., var- 
nish manufacturer, Buffalo, was held at 
Erie Beach, Ontario, on Saturday, 
Aug. 14. A special steamer conveyed 
the excursionists to and from the beach. 

Athletic events and baseball games 
between department teams were in- 
cluded in the program, and prizes were 
awarded the winners in each contest. 

A. D. Graves was honorary chairman 
and J. A. Schoelles was in active 
charge of arrangements. He was as- 
sisted by R. C. Stark, H. C. Loomis, 
R. J. Hora and A. J. Grippen. 
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Brooklyn Association 
Indorses Guarantee 
Stand of Atkinson 


Talk on Guarantee by N. R. H. A. 
Vice-President at Manhattan 
Bronx Meeting Receives 
Approval of Ass’n 


The Brooklyn Hardware Association 
at its regular monthly meeting held 
Thursday, Aug. 12, in the Johnston 
Building, Brooklyn, N. Y., indorsed 
the sentiment on manufacturer’s guar- 
antees expressed by R. J. Atkinson, 
N. R. H. A. vice-president, at the July 
meeting the Manhattan-Bronx associ- 
ation. This meeting was fully reported 
in the July 29 issue of HARDWARE AGE. 
Past president E. F. Daily, now of 
Scarsdale, N. Y., presided in the 
absence of President H. Vogt who was 
in Philadelphia attending the Win- 
chester-Simmons convention. 

Mr. Atkinson’s view on the subject 
of guarantees may be summed up as 
follows; he maintained that manufac- 
turers are too liberal in their treatment 
of guarantees, that dealers should not 
be placed in the position of judge and 
jury, that all guarantees should bear 
a time limit and that the customer 
should pay for the time he received 
service from any returned tool. 

Very stormy weather prevented the 
attendance of many active members. 


Household Brush Sales Show 
Marked Increase 


Announcement from the Osborn Man- 
ufacturing Co., maker of Osborn blue 
handle household brushes and the Os- 
born Du-All line, states that the sales 
for the first six months of 1926 were 
nearly 70 per cent greater than dur- 
ing the same period in 1925. Every 
month this year sales have exceeded the 
sales during the same month last year 
334% per cent to more than 100 per 
cent. 

Osborn brushes and mops, dusters 
and polish are sold only through retail 
stores—not by house to house can- 
vassers. 


Witt Cornice Co. Appoints 
New Pacific Coast Agent 


The Witt Cornice Co., manufacturer 
of corrugated cans, Cincinnati, Ohio, 
has appointed Sands and Camp, San 
Francisco and Los Angeles as southern 
Pacific Coast sales representative for 
the Witt products. 

The Sands and Camp Company will 
take over the business, formerly han- 
dled by the Griffith Sales Co., 693 
Mission Street, San Francisco. 
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Southern Hardware Jobbers Suit Concluded 
with Injunction Restraining Defendants from 
Alleged Violation of Anti-Trust Law 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


ILED only week before last, the suit brought by the Depart- 

ment of Justice against the Southern Hardware Jobbers’ Asso- 
ciation, its officials and 139 of the leading wholesale hardware con- 
cerns scattered throughout fourteen States in the southern section 
of the United States, was brought to a conclusion on Friday of last 
week when Judge D. Lawrence Groner, in the United States Dis- 
trict Court at Richmond, Va., issued an injunction to restrain the 
defendants from alleged violation of the Sherman Anti-trust law. 
The Government suit charged a price fixing arrangement in hard- 
ware and agricultural implements among 132 corporations, seven 


firms and thirty-one individuals. 


The wholesale hardware concerns 


are members of the Southern Hardware Jobbers’ Association and 
are located in Alabama, Arkansas, Florida, Georgia, Kentucky, 
Louisiana, Mississippi, North Carolina, Oklahoma, South Carolina, 


Tennessee, Texas, Virginia and West Virginia. 
of the association is at Richmond. 


The suit was one of the most im- 
portant of the kind ever brought by 
the Government. 

According to the Department of Jus- 
tice the injunction brings to a success- 
ful conclusion the Government’s case. 
It was declared that “The decree is 
very broad in its scope, and it is be- 
lieved that the specific acts of the de- 
fendants which it prohibits will insure 
hereafter free and open competition 
among them, thus giving the people in 
that section who purchase hardware, 
agricultural implements and kindred 
articles the benefit of the competitive 
prices.” 

The statement of the Department of 
Justice issued on Aug. 13 follows: 

“The original petition charges that 
‘the paramount object of the defendant 
jobbers is to bring about uniform 
prices among themselves and among all 
jobbers selling hardware in the south- 
ern section of the United States in 
their sales of hardware to the retail 
dealers, and to eliminate all competi- 
tion among such jobbers as to prices,’ 
and that ‘in furtherance of such object 
the defendant jobbers, acting con- 
certedly through the defendant asso- 
ciation, have— 

“1. For several years endeavored 
and are now endeavoring to compel all 
manufacturers selling hardware in the 
southern territory to conduct their 
business along lines approved by the 
defendant associations, and have suc- 
ceeded in coercing many of such manu- 
facturers into conforming to the poli- 
cies of the defendant association, viz: 
(a) To suggest resale prices for their 
products, and, (b) To refrain from 
selling to wholesale dealers (jobbers) 
who in their sales to the retail dealers 
fail to sell at the resale prices sug- 


The headquarters 

















gested by the manufacturers, (c) To 
sell only to established wholesale deal- 
ers (jobbers), as defined by the defend- 
ant Association, (d) To ship to a 
wholesale dealer (jobber) only to the 
place of business of the respective 
wholesale dealer. 

“2. Agreed among themselves to sell 
to the retail dealers at the resale prices 
suggested by the manufacturers. The 
petition prays that the defendants be 
perpetually enjoined from continuing 
such combination and conspiracy and 
from further employing any or all of 
the means of carrying out such combi- 
nation as alleged in the petition. 

“The decree entered grants fully 
the relief sought in the petition and 
prohibits the defendant from further 
employing any of the means which the 
petition charges were employed by 
them to eliminate competition. 

“Among the things enjoined by the 
decree, the Southern Hardware Job- 
bers’ Association and its officers are 
specifically prohibited from: 

“(a) endeavoring to prevail upon the 
defendant jobbers to sell hardware or 
any commodity to the retail dealers or 
other customers at uniform prices or 
to in any way restrain competition 
among the defendant jobbers or other 
jobbers as to prices, (b) endeavoring 
to prevail upon any manufacturer to 
suggest or fix the price at which any 
article of hardware or any commodity 
shall be resold by the jobbers, (c) 
endeavoring to prevail upon any manu- 
facturer to refrain from selling hard- 
ware or any commodity to a jobber who 
resells such commodity at lower prices 
than the resale prices suggestd by the 
respective manufacturer, (d) endeavor- 
ing to prevail upon any defendant 





jobber or other jobbers to sell hard- 
ware or any commodity at the price 
at which any manufacturer suggests 
or requests that it be sold, (e) endeav- 
oring to prevail upon any of the de- 
fendant jobbers or other jobbers to 
refrain from purchasing any article of 
hardware or any commodity from a 
manufacturer who does not suggest or 
fix a price at which the respective 
article shall be resold by the jobbers, 
(f) endeavoring to prevail upon any 
of the defendant jobbers or other 
jobbers to refrain from purchasing any 
commodity from any particular person, 
firm, or corporation, or from selling 
any commodity to any particular per- 
son, firm or corporation for any reason 
whatsoever, (g) endeavoring to pre- 
vail upon any manufacturer not to ship 
hardware or any commodity anywhere 
except to the place of business of the 
jobber making the purchase, (h) en- 
deavoring to prevail upon any manu- 
facturer to sell only to. so-called 
legitimate jobbers or not to sell to any 
particular jobber or jobbers, or any 
other dealer or dealers, for any reason 
whatsoever; or to in any way dictate 
those to whom any manufacturer shall 
sell or not sell, (i) reporting to the 
defendant jobbers or other jobbers the 
names of manufacturers suggesting or 
fixing resale price, (j) reporting to 
the defendant jobbers or other jobbers 
the names of manufacturers refusing 
to fix resale prices, (k) reporting to 
the defendant jobbers or other jobbers 
the names of manufacturers who have 
announced their policy to refuse to sell 
jobbers who in their sales to retail 
dealers fail to maintain the resale 
prices suggested by the _ respective 
manufacturers (1) reporting to the 
defendant jobbers the names of manu- 
facturers who ship hardware only to 
the place of business of the jobber 
making the purchase; or the names of 
manufacturers who do not observe or 
maintain such policy, (m) submitting 
to the defendant jobbers, or to any 
jobber, any list of preferred manufac- 
turers or any list of undesirable manu- 
facturers, (n) reporting to any manu- 
facturer the names of jobbers who fail 
to observe or maintain in their sales 
of any particular commodity to retail 
dealers or others, the resale prices sug- 
gested by the manufacturer from whom 
such commodity was purchased, (0) 
endeavoring to prevail upon any manu- 
facturer to raise the price at which 
such manufacturer has suggested that 
any article of hardware or any com- 
modity shall be sold by jobbers to re- 
tail dealers or other customers. 
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Machine Screw Price Lists 


Compiled for Hardware Age by M. M. Godschalk 


EX PLANATION—List prices are in accordance with latest revision of 1923. Knowing your cost on these sizes 
and knowing the margin you wish to make on screws, you can readily determine a price for any desired quantity. 
For example: On No. 8 brass machine screws, 3/16 inch in length, let us assume that you wish to sell at 33'% off 
list. You would find the 3/16 inch column and run along it until you were under the 33% off list discount, which 
in this case would be 47—your selling price. Should you on the same number have a quantity order, you could 
quote 40 or 50 off list by the same method. In this case the quotations would be 42 and 35 respectively. List 
prices are per gross. 

























































































































































































































































































































































































BRASS MACHINE SCREWS BRASS MACHINE SCREWS 
(Flat—Round or Filister Head) (Flat—Round or Filister Head) 
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This is the fourth installment of a complete series of machine screw prices to be published weekly. 
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General Market News | 





Hardware Sales Are Well Maintained 


—Collections Improving 


unseasonal 


weather in many sections 


LTHOUGH hampered by ' . 
A particulary the East, hardware sales throughout the past week 


were well maintained, according to the reports from the various 


wholesale hardware 


market centers. 


Business during the month of 


August will in all probabilities equal or exceed that of the same period 


a year ago. 


show no marked departure from prevailing levels. 


It is expected that prices during the balance of 1926 will 


This prediction is 


based in part on the fact that in steel production and the production 


of other basic 
during the summer months. 


commodities a high peak has been maintained, even 
Prosperity is also indicated by the marked 


decline in the number of commercial failures, as compared with a year 
ago, while bank clearings exceed those of a year ago. 
Collections are reported as generally favorable. 


Immigration Increases 


Aliens admitted to the United States 
during the fiscal year 1926 totaled 496,- 
106, as against 458,435 during the fiscal 
year 1925, and 879,302 during the fiscal 
year 1924, according to Harry E. Hull, 
commissioner general of the bureau of 
immigration, Department of Labor. 
The total number of alien arrivals dur- 
ing the fiscal year 1926 was 516,656, 
but after examination 20,550 were 
found to be unacceptable and were 
therefore debarred. © 

Of the aliens admitted during the 
year ended June 30, last, 157,432, or 
95 per cent of the annual quota of 
164,667, came in as_ immigrants 
charged to the quota. This compares 
with 145,971, or 89 per cent of the 
annual quota, admitted during the fis- 
cal year of 1925. Emigrant aliens de- 
parting during the fiscal year 1926 
totaled 76,992, while the number of non- 
emigrant aliens leaving the country 
during the year was 150,763, making a 
total of 227,755 departures, or 268,351 
more admissions than departures. 

The greatest number of aliens ad- 
mitted during the fiscal year from any 
single country was from Germany, 
with a total of 58,675, while England 
ranked second, with 44,206; Mexico 
third, with 42,638, and Ireland fourth, 
with 42,475. The admissions included 
56,827 skilled workers, of which 1469 
were classed as iron and steel workers, 
2038 as machinists, and 432 as metal 
workers. 


Sales Improving in Northwest 


Business in the Northwest tributary 
to the Twin Cities begins to show the 
effect of the approaching fall season. 
Buyers are filling their stocks, and re- 





tail trade is slightly better. The har- 
vest season is in full swing, and coun- 
try dealers are finding trade somewhat 
slow. Crops are turning out well up 
to the predictions. Late crops have 
made fine gains in the last few weeks. 

Collections are still slow in the larger 
cities, but are beginning to improve 
in the rural districts where crops are 
being marketed. 


ee ee 


Chicago Prices Are Stronger 


Prices in the Chicago district are 
showing a steadily increasing firmness 
with several actual and rather substan- 
tial advances reported for the week. 
Agricultural tool handles have ad- 
vanced 10 per cent on all items, solder 
is up a dollar a hundred pounds and 
turpentine 4c. per gallon. Linseed oil 
furnishes the one exception to the 
general strengthening by dropping a 
cent a gallon. 


Business Is Sound, Say Credit 
Men 


Business conditions in America are 
sound and domestic business for 1926 
will exceed the $100,000,000,000 mark, 
said a statement today from the ad- 
ministrative committee and advisory 
council of the National Association of 
Credit Men. 

American prosperity, as contrasted 
with the situation in foreign finances, 
was declared to have “resulted in the 


largest measure from the credit tech- 
nique built up in this country since the 
turn of the twentieth century, and with 
which movement our foreign neighbors 
have not kept in step.” 























Greatest Six Months’ Freight 
Record 


During the first six months this year 
the railroads of this country handled 
the greatest freight traffic they were 
ever called upon to move during any 
corresponding period, according to re- 
ports just filed by the carriers with 
the Bureau of Railway Economics. 
This traffic amounted to 227,116,889,000 
net ton-miles, exceeding by 1,632,421,- 
000 net ton-miles or 0.7 per cent the 
best previous record, made during the 
first half of 1923. 

The volume of freight handled in 
June was also the greatest for any 
June on record, amounting to 39,236,- 
630,000 net ton-miles. This exceeded 
by 758,630,000 net ton-miles or 2 per 
cent the best previous June, which was 
in 1917, while it also exceeded by 9.4 
per cent that for June, 1925. 

The daily average movement of 
freight cars in June was the highest 
for any June on record, amounting to 
30.1 miles per day. This was an in- 
crease of 1.7 miles over the best pre- 
vious June, which was in 1917 and was 
an increase of 2.6 miles over June last 
year. 

The average load per car in June 
was 27.3 tons, an increase of 0.4 ton 
over June last year and 0.6 ton above 
June, 1924. June, 1923, however was 
0.9 ton higher. 


Steel Mills Operating at 85 
Per Cent Capacity 


Steel business in Pittsburgh and 
nearby territory is good, and there is 
no occasion to — this by saying 
“for the time of year.” With enough 
business to sustain an ingot production 
of 85 per cent of capacity, denoting an 
even higher engagement of finishing 
mill capacity, since the district has 
more finishing than steel-making facil- 
ities, the current demand stands com- 
parison with that for any time of the 
year. 

There is substantially full engage- 
ment of lapwelded pipe capacity, and 
enough of the butt-weld furnaces are 
going to give that division of the steel 
industry an average operation of at 
least 90 per cent. There is an opera- 
tion of tin mills of between 85 and 90 
per cent of practical capacity, while 
sheet mills and bar and structural mills 
are running from 80 to 85 per cent. 
Strip steel production is estimated at 
between 80 and 85 per cent of average 
capacity and at about 65 to 70 per cent 
of theoretical capacity. The poorest 
engagement is in plate and wire mills, 
the latter being operated at somewhere 
between 50 and 60 per cent. The rate 
is somewhat higher in plate mills, 
making allowance for a number of mills 
that are impossible of profitable oper- 
ation at today’s prices and those down 
because manufacturers are putting the 
steel into more profitable channels. 
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August Sales Satisfactory in New 
York—Collections Are 
Improving 


sales in the New York wholesale market are holding up remark- 


[ ) sates the unusually heavy rain of the last week, hardware 


ably well. 


Business during the month of July, 


according to 


certain of the New York wholesalers, was well in advance of that for the 


Same period last year, and August, 
very well indeed in view of the wet weather. 


it is pointed out, is starting off 
Prices generally are 


steady, and orders for fall and winter goods, including such items as 


furnaces, snow shovels, sleds, 
and gas heaters, etc., 


tory volume. 


lanterns, 
are at last beginning to accumulate in satisfac- 


axes, weather strip, electric 


Collections are characterized as generally satisfactory. 


Garage Sets in Good Demand 


Garage sets and garage door holders 
are among the active items in the New 
York wholesale market at the present 
time. Prices are firm, and stocks suf- 
ficient. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.0O.B. NEW YORK: 


Garage sets, No. 1775J and 1776J, 
et per set. In lots of six or more, 


Garage door holders 17743, $1.65 
per pair. In lots of six or more 
pairs, $1.50. 


Rosin and Acid Core Solder 
Active 


New York wholesalers report an en- 
couraging demand for rosin and acid 
core solder. The supply is generally 
sufficient. 

JOBBERS’ QUOTATIONS AA RE.- 

TAILERS, F.O.B. NEW YOR 

One-lb. spools, rosin and ac = core, 

70%c. per Ib.; 5-Ib. spools, 65%c. per 

lb.; 10-lb. spools, 65c. per Ib.; 20-Ib. 

spools, 64c. per Ib 


Shovel Prices Range from 
$12.50 to $13.20 Per Doz. 


The demand for shovels in the New 
York wholesale market shows no abate- 
ment. Competitive grades of shovels 
range in price from $12.50 to $13.20. 


Bolt Prices Are Uniform; 
Demand Consistent 


Bolt prices in the New York whole- 
sale market continue uniform, with the 
demand consistent. Stocks are gener- 
ally sufficient. 


JOBBERS’ ey oh ae, RE.- 
TAILERS, F.O 

Machine a % po a roa ml 
40 and 10 per cent off list. Machine 
bolts, longer and thicker, 40 and 10 
per cent off list. 

Common carriage bolts, % by 6, 
and smaller, 40 off list; larger and 
longer, 40 off list. 

Stove bolts, 80 and 10 off list. 

Lag screws, 50 and 7% off list. 





Some Advance Orders for 


Snow Shovels 


Advance orders for snow shovels and 
other winter goods are beginning to 
accumulate in more satisfactory pro- 
portions than heretofore, according to 
wholesalers in the New York market. 
Small quantity orders for long handled 
steel shovels take the $4 price, while 
lots of 6 doz. or more are now being 
quoted at $3.75. The Ames snow shov- 
els are quoted at $9.90 per doz. 


Sash Cord in Demand 


Sash cord prices, as has been pre- 
dicted in this column, are showing an 
upward tendency. The demand at 
present is active, and stocks are gen- 
erally sufficient. 


JOBBERS'’ ig yh he gee hf RE. 
TAILERS, F.O.B. NEW YORK 

Sash cord, Sasssen, Spot No. &, 68c. 
per Ib. Phoenix, No. &, 38C. per Ib. 
Sachem, No. 8, 33c. per_ Ib., and 


Aetna, No. 8, 29c. per lb. No. 7 takes 
le. per lb. advance, while No. 6 is 3c. 
per lb. higher. 


en ee 


Garden Hose Stocks Light; 
Demand Fairly Active 


The consumer demand for rubber 
garden hose is continuing active, ac- 
cording to wholesalers in the ‘New 
York market. Prices are firm, and 
stocks generally sufficient. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 

Rubber garden hose, Milo, in 25-ft. 


lengths, 12%c. per ft., in 50-ft. 
lengths, 12c. per ft. Good Luck, in 
25-ft. lengths, 11%4c., in 50-ft. lengths, 
10%c. per ft. Bull Dog, in 25-ft. 
lengths, 14%c. per ft., in 650-ft. 
lengths, 14c. per ft. Molded, high 
grade, in 25-ft. lengths, 10%%c. per ft., 
in 50-ft. lengths, 10c. per ft. Dia- 
mond, llc. per ft. 

Nozzles, Standard, heavy, $6 per 
dozen, less 5 per cent. Competitive 


grade, 14%c. each, less 5 per cent in 
dozen lots. 

Star, molded, in 25-ft. lengths, 
12%4c. per ft., in 50-ft. lengths, 11%c. 
per ft. Zulu, smooth, in 25-ft. lengths, 
12%c. per ft., in 50-ft. lengths, 11%c 


per ft. 
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Screw Market Active; Prices 
Holding 


There has been no change in the 
screw market. Prices are holding at 
prevailing levels, and the demand con- 
tinues good. 


JOBBERS’ QUOTATIONS LA RE. 
TAILERS, F.O.B. NEW YOR 
Discounts on wood screws: Iron 
Bright, Flat Head, 77% per cent; 
Iron Bright, Round and Oval Head, 
75 per cent; Iron Blued, Round Head, 
75 per cent; Brass, Flat Head, 75 per 
cent; Brass, Round and Oval Head, 
72% per cent. 

These discounts apply to 
list of June 24, 1922. 
EXTRAS—20-10-10-5 


revised 


per cent. 


No Change in Butt Prices 


At the present time a fairly heavy 
demand for butts is reported by whole- 
salers in the New York market. 

New York prices on butts are as fol- 
lows: 17%¢.; ; in case lots 16c. and 
in lots of 5 cases or more 15%c. In 


last week’s issue the 15%c. price was 
intended for case lots, but due to a 
typographical error this price was 


listed as holding for dozen pair lots. 


Linseed Oil Prices Firm; 
Demand Strong 


The current demand for linseed oil 
is reported as improving. Prices are 
very steady, and may become higher if 
the seed market continues to rise. Card 
prices of Aug. 9 were in lots of less 
than 5 bbl., 12.8c. per lb.; in lots of 
5 bbl. or more, 12.4c. per lb.; with 
Calcutta linseed oil, in bbl. lots, 15.7c. 
per lb. 

August-September shipment prices 
in carlots is 12c. per lb.; linseed cake 
is $39 per ton and linseed meal is $45 
to $46 per ton. 


No Change in Wire Nail 
Prices 


Wire nails are now generally quoted 
in the New York wholesale market at 
$3.45. The demand is generally good. 


Turpentine Prices Firm; In- 
creasing Demand for Rosin 


During the past week prices on tur- 
pentine have been steady, with dealers 
quoting $1 per gal. ex stock, and $1.03 
delivered in small lots. 

Rosin in the various grades is quoted 
as follows: B, $15.25; D, $15.50; E, 
$16; F, $16.50; G, $16.50; H, $16.60; 
I, $16.60; K, $16.60; M, $16.60; N, 
$16.65; WG, $16.95 and WW, $17. 
Rosin oil, first run, 80c.; second run, 85c. 
and third run, 90c. 

Tar, kiln, $15.50; tar, retort, $15.50 
and pitch, $8.50 to $10. 
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Conditions Improving in Chicago Territory— 
Some Price Changes Noted—Collections Fair 


(Chicago office of HARDWARE AGB) 


AKEN as a whole, hardware conditions in the Chicago area 
are generally satisfactory, with the prospect of remaining 
that way through the balance of the year or even improving 


as the season advances. 


Sales for the most part are normal for 


this time of year and prices are becoming somewhat firmer, with 


several actual advances reported. 


While agricultural conditions are rather spotted due to the very 
unfavorable conditions in some sections earlier in the year, harvest 
in most places is progressing nicely. Prices on farm produce are 
fairly favorable and there is a growing spirit of optimism among 
the retailers in the farming districts, and they are buying a little 


more freely. 


Buying for the fall and winter needs is starting and there is also 


some volume of future orders for early spring shipment. 


City busi- 


ness, however, is a little slack, although it is about normal for this 


time of year. 


The most important feature of the general conditions of this area 
is the continued activity in steel buying, which is giving the Chicago 


mills an unusual August tonnage. 


The Illinois Department of 


Labor reports a slight increase in employment in manufacturing 


centers. 
Collections average fair. 


AUTOMOBILE ACCESSORIES. 


—There is a slight drop in jack prices. 
The demand is seasonably good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, for Fords, 
50c, each; regular, 58c each; Cham- 
pion X, 45e. each: Champion Bluse 
KBox line, 58c. each: A. C., 53c. each; 
lots of 100, 50c.: Bie Gn Special Ford, 
36c. each. 

ape Light.— Appleton No. 3280, 
$6.5 of 

oe National Standard, No. 21, 
$1.10 each. 

oe -Rose, 1% in. cylinder, 

Shaine. —Non-skid, dozen pair lots, 
35 per cent discount. 

Tires and Tubes.—30 x 3%, over- 
size cord tires, $10.50 each; regular 
cord, $7.45 each; gray inner tubes, 
30 x 3%, $1.50 each; red inner tubes, 
30 x 3le, $1.75 each. 


AXES.—Fall shipments are starting. 
No recent price changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, $12 per 
doz. base. 


BOLTS AND NUTS.—Prices remain 
unchanged and there is a good volume 
of sales. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; ‘small 
carriage bolts, rolled thread, 50-5 per 
cent discount; machine bolts cut 
thread, 50-5 per cent discount: small 
machine bolts, rolled thread, 50-10-5 
per cent discount; all stove bolts, 


75-5 per cent discount; lag screws, 


60 per cent discount. 
BUILDERS’ HARDWARE.—tThe price 
situation remains unchanged this week. 
Sales are fair. 








We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper -and dull brass finish, 
$1.92 per doz. pair; 4 x 4 steel butts, 


old copper and dull brass finish, $2.70 
per doz. per heavy steel bevel in- 
side sets, $5.50 per doz. sets; steel bit- 
keyed front door sets, $1. 50 per set; 
wrought brass bit-keyed front door 
sets, $3.00 per set; cylinder front door 
sets, $7.00 per set. 
CHAINS.—tThere is a satisfactory vol- 
ume of orders being -placed. Prices 
are firm. es 
We jobbers’ stocks, 
f.o.b. Chicago: *®% in. roof coil 
chains, $8.50 per 100 Ib.; Henso, Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-444 electric 
welded cow ties, $2.75 per’ doz. 


COPPER RIVETS AND BURRS.— 
There is no change in prices and sales 


are good. 


We quote from jobbers’ 
f.o.b. Chicago: Copper rivets 
burrs, 40 per cent discount. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—There is an active demand. 
Prices are still unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage single bead 
lap joint gutter, 5 in., $4.50 per 100 
ft.; corrugated conductor pipe, 3 in., 
$4.80 per 100 ft.; plain ridge roll, 1% 
in., $4 per 100 ft.; corrugated con- 
ductor elbows, 3 in., $1.51 per dozen. 


ELECTRICAL AND RADIO MER- 
CHAN DISE.—The demand for all elec- 


quote from 


stocks, 
and 


trical supplies is improving. No 
change in prices. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Electrical Merchandise. — No. 14 
rubber covered wire, $7 per 1000 ft.; 
in 1000 ft. lots, $6.50. No. 18 lamp 
cords, $14.25 per 1000 ft.: in 1000 ft. 


lots, $13.65; % in. brush brass key 
sockets, 154%4c. each; two-way plugs, 


45c. each; in lots of 10, 40c. each; 
two-piece attachment ‘plugs, 12c. 
each; dry cells, boxes of 50, 32c. each; 





less than case lots, 36c. each. 

Radio Supplies. —Radio B ag ay 
No. 766, $1.40 each; No. 767, $2.6 
each; No. 770, $3. 33 each; No. 779, 
$2.62 each; No. 486, $3.85 each. 

Battery Chargers. yp ee line, 
of less than $13.50 each, net. 

Loud a Toes Be me Electric 
No. 522W, $2.50 list. Discount, 30 
per cent. 


FILES.—There is a satisfactory de- 
mand and prices remain unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 
GALVANIZED WARE.—The extreme 
low prices have passed, temporarily 
anyway, some manufacturers refusing 
reorders for pails, which are in good 
demand, at July prices. Tubs continue 
in over-abundance. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after-made tubs, No. $6.00; No. 2, 


lots 


$6.85; No. 3, $8. 00; 10- -at. galvanized 
after-made pails, $2. 12; 12-qt., $2.33; 
14-qt., $2.60; 5 gal. galvanized oil 
cans, galvanized breast, $7.25 a 
dozen; 1 bu. galvanized baskets, $6.20 
dozen; No. 26 % bu. bailed gal- 


vanized measures, $4.50 dozen. 
GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Sales are rather light, due 
largely to plenty of rain. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality molded hose, % in., llc. per 
ft.; 5% in., 12c. per ft.; %-in., 13c. 
per ft.; 5 ply good quality, wrapped, 
4-in., 9c. per ft.; %-in., llc. per ft. 


Lawn sprinklers, Rain King, $28 doz. 
Original fountain sprinklers, $6 doz. 


GLASS AND PUTTY.—tThe demand is 
seasonably quiet and prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25 
in. bracket, 85 per cent discount; 
single strength A, 34 to 40 in. bracket, 

82 per cent discount; single strength 
A, all other brackets, 81 per cent dis- 
count; double strength A, all sizes, 
82 per cent discount; double strength 
B, up to 4 in., 87 per cent discount; 
balance, 85 per cent. Putty, pure 
grades, $3.75 per 100 lb.; commercial, 
$3.40 per 100 Ib. 

HATCHETS.—The demand continues 

rather quiet but steady, with no change 

in prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First ye A hatch- 
ets, No. 2 shingling, $1 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 dozen; medium quality 
hatchets, No. 2 broad, $12.50 dozen. 

HANDLED HAMMERS.—Prices are 
firm and sales are good. 


We quote from jobbers’ stocks, 


f.o.b. Chicago: First quality 16 oz. 
nail hammers. $12 dozen; Maydole, 
$12.60 a dozen; 16 oz. machinists’ 


first quality, $9.20 dozen; 
Competitive sues, 16 oz. nail ham- 


mers, $6 to 
HANDLES, AGRICULTURAL.—Job- 
bers have advanced their prices ap- 
proximately 10 per cent following last 
week’s advance by the manufacturers. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight- 
chucked and bored, best grade, 4k, 
ft., $4.95 doz.; 5-ft., $6.00 doz.; XX, 
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. {A ft., $4.40 doz.; 5 ft., $5.30 doz.; 
4, 'ft., $2.65 doz.; 5- ft., $3.10 doz. 
“ae Fork Handiles.—Bent chucked 
and bored, best grade, with strap, 
ferrule and cap, 4% ft., $8.25 doz.; 
5 ft., $9.35 doz.; XX bent, a strap, 
ferrule and cap, 5 = $6.0 


$6. 25 doz.; XX bent, “4 fo 
ae 5 ft., $6. 25 doz.; — Dams 4% ae 
$3.25 doz.; 5 ft., $3. 75 a 
Manure Fork Han dies. vee best 


grade, 4 ft., ; $5.60 
doz.; XX bent, 4 ft., y 55 doz.: 4% 
ft., $4.80 doz.; aaah 4 , $2.85 doz.; 
4% ft., $3.25 do 

Garden Hoe Handles. —XX, 4% it... 
$3.80 doz.; X, 4 $2.65 do 

Garden Rake Handies. —XX, 5% ft., 
$5.60 doz.; X, 5% ft., $855 doz. 
‘'Handies.— Re lar pattern, 
XX, 4% ft., $6.50 doz; X, 4% ft., 
$4.30 doz.; D ex: best grade, $8.75 
doz.; X grade, $6.6 OZ. 

Spade Handles. ws, My handles, best 
gratie, $8.60 doz.; grade, $6.60 doz. 


HANDLES, TOOL.—The demand is 
better than normal and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe Handies.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 


hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 
_Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—Prices remain unchanged 
this week with sales reported as fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago; Heavy strap hinges 
in bundles, 4-in., 90c.; 5-in., $1.20; 
6-in., $1.12; 8-in., $1.90; 10-in., $3.87 
per doz. pairs; extra heavy T hinges, 
in bundles, 4 in., $1.40; 5 in., $1.46; 
6 in., $1.32; 8 in., $2.30; 10 in., $3.30 
per doz. 


ICE CREAM FREEZERS.—Sales are 
holding up fairly well in spite of the 
lateness of the season. 


We quote from _ jobbers’ 
f.o.b. Chicago: White Mountain, 
$4.80 list; 2 qt., $5.60 list; 3 qt., 
list; 4-qt., $8.25 list; 6 qt., 
8 qt., $13.40 list; 10 qt., 

.» $21.50 list; 15 aqt., 
qt., $33.20 list; 25 qt 
Arctic, 
3 gt., 


stocks, 
& * 


.- $42.60 list; 
2 qt., $4.60 list; 
' : , $6.80 list: 6 at., 

$8.60 list; 8 ‘at. $11.10 list. All the 
above less 00 per cent discount. 
oa 1 qt., $2.95; 2 qt., $3.45 list; 
¢ $4. 10 list; 4 qt., $4 list; 6 qt., 
$6 0 list; 8 qt., $8.20 list: 10 qt., $10. 75 
list; 12 qt., $14 list; 15 qt., $17 list; 
20 ., $21.50 list. JA discount of 26 
er cent on all above prices. 
Acme, qt. galv., $8 doz.; 2 aqt., 
enamel, $10 per doz.; 4 qt. enamel, 
$18 per doz. Above prices are net. 


ICE SKATES.—Buying for this win- 
ter’s needs is just beginning. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp, Rocker, 
Men’s and Boys’, bright finish, 75c. 
pair. Half Key Clamps, Rocker, 
Women’s and Girls’, $1 pair; Key 
Clamp, Hockey, Men’s and _ Boys’, 


$1.20 pair; Half Key Clamp, Hockey, 

Women’s and Girls’, $1.40 pair; Tub- 

ular Skates, Men’s or Women’ Ss, Racer 

or Hockey, $5.50 pair. 
LANTERNS.—The fall demand may 
be expected to start soon with last 
year’s prices still prevailing. 

We from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 


with large fount, $14.25 doz.;: Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—Fall sales are beginning 
at slightly higher prices than a year 
ago. 


We quote 
f.o.b. Chicago: 
4-qt., $8.00 each; No. 31, 6-qt., 
each; No. 35, 8-qt., $9.50 each. 


LAWN MOWERS.—There is a reason- 
able amount of future business being 
placed for spring delivery at this time. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Lawn Mowers.—16 in. ball bearing, 
5-knife, 11 in. wheels, $12.35 each; 16 


quote 


stocks, 
No. 25, 
$8.65 


from jobbers’ 
Enterprise 
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in. ball bearing, 4-knife, 10% in. 
wheels, $10 each; 16-in., plain bear- 
i 4-knife, 10% in. wheels, $8.65 
each; 16 in. ball bearing, 4-knife, 
9 in. wheel, $7.85 each; 16 in., plain 
bearing, 4-knife, 9 in wheels, $7.35 
each; 16 in., ball bearing, 4-knife, 8 
in. wheels, $8 each; 16 in., plain bear- 
ing, 3-knife, 8 in. wheels, $5.85 each. 


NAILS.—There is an active demand 
for small lots. 


We quote 
f.o.b. Chicago: 
Common wire and cement-coated 


nails, $3.05 per keg base. 
OIL STOVES.—Current sales are fair 
and future buying for next spring has 
not started yet. 


from jobbers’ stocks, 


PERFECTION— 
ee ee ce swe ems $17.50 
a ea PS ccececeeewsen 22.50 
Pee, FO 4 WUPUIOTEs co cccccccescece.- ue 
See: Tae ae I 6g bc cc ccctwcess 39.50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


os hy (Improved Model)— 


& niece $17.50 
ae ae ee ee 
i 28.50 

Puritan discounts same as Perfec- 
tion. 

NESCO— 

eS a Stas $9.50 
es) ee i cee eenwe 17.35 
ae.) ea 
OS ee 28.00 
Doe. eee We; BD, 5 cc cece coees 39.50 
No. 1102 high shelf only....... 5.25 
No. 1103 high shelf only....... 6.50 
No. 1104 high shelf only....... 8.00 


No. 1105 high shelf only 9. 
With vitreous enamele i stove tops 


and splash backs: 

eS £  » £33 are $35.50 

a el. ee 44.50 
Nesco dealers’ discount, 30 and 5 

per cent. 


Oil Ranges 


Nesco Rolo, 5 burners and oven.$90.00 


Dealers’ discount 30 and 5 per cent. 
Ovens 

No. 211 1 burner plain door.. .$2.50 

No. 211G 1 burner glass door... 2.70 

No. 121G 1 burner glass door... 4.90 

No. 112G 2 burners glass door... 6.00 

eee a dn ci 6 ot ene es 6.15 
Dealers’ discount, on 10 or more, 30 

and 5 per cent; less than 10, 30 per 

cent. 

PURITAN— 
No. 42 G 2 burners glass door.. .$5.50 


more, 30 


Dealers’ discount, 10 or 
30 per 


and 5 per cent; less than 10, 


cent. 

NESCO— . 
No. 05 1 burner solid door..... $2.00 
No. 5 1 burner glass door..... 2.15 
No. 010 1 burner solid door..... 3.50 
No. 10 1 burner glass door..... 3.75 
No. 020 2 burners solid door.... 4.25 
No. 20 2 burners glass door.... 4.50 
No 030 2 burners solid door.... 4.90 
No. 30 2 burners glass door.... 5.20 

Dealers’ discount, 30 and 5 per 
cent. 

Water Heaters 
PG. Te Ghis nc 6 ccecccdises $40.00 
POrrectiom NO: SBk. cc ccccccccccs 80.00 

Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 

Wicks, Ete. 
Rtockweave wicks, 25c. each. 


Perfection and Puritan, $4 per doz. 

and $48 per gross. 
Discounts same as on 

stoves, ovens and heaters. 


PAINTS AND OILS. 
vances 4 cents, while linseed oil drops 
off one cent. 


We quote 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, $1.02 
per gal.: 5 barrel lots, 99c. per gal. 

Linseed Oil.—Boiled, barrel lots, 
oa per gal.; 5 barrel lots, $1.02 per 


$1.05 


oil cook 





from jobbers’ stocks, 


Fa 
Turpentine.—Barrel lots, per 
al. 

Alcohol.—Barrel lots, 


Denatured 
steel drums extra, $6, 


40c. per gal.: 
returnable. 


White Lead.—100-lb. kegs, $15.25; 
500-Ib. lots less 10 per cent; 50 Ib. 
kegs, $7.90; 25 lb. kegs, $4; 12 Ib. 
kegs, $2.10. 
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Shellac. (4% Ib. cute).—w ite, $2.60 
per gal.; orange 2.30 per gal. 
Eng! ish Seaton ” Red. ie barrels, 


$3.50 to $6.75 per 100 Ib 
Dry Paste.—Barrel lots, Tic. per Ib. 


PYREX WARE.—There is some im- 
provement in the demand with the ap- 
proach of the fall season. 


We quote from jobbers’ 
f.o.b. Chicago: 


stocks, 





Bread Pans.—No. 212, $7.20 dozen; 
No. 214, $12 dozen. 

or 7 Handled Casseroles.—Round 
No. $12 doz.; No. 623, $14 doz.; 
ost No. 632, $12 doz.; No. 633, $14 
doz. Shallow ‘Oval, No. 642, $12 doz.: 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 doz.; No. 
209, $7.20 doz. 

Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 

Utility * ace, 231, $8 doz.; No. 
232, $14 do 

ROOFIN G PAPER.—Competitive 
grades are selling well. Prices are firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared foofing, 2.30 per 
square; best grade tale surfaced, 
$2.65 per square; medium talc sur- 
faced, $2 per square; light tale sur- 
faced, $1.10 per square; red _ rosin 


sheathing, $57 ton. 


ROPE.—Prices are firm and sales are 
normal. 


per 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila, stand- 
ard brands 22%c. to 23c. per Ib.; No. 

2 manila, 21%c. per Ib..; No. 1 sisal, 
15%c. per Ilb.; No. 2 sisal, 14%c. 
per Ib. 

STEEL SHEETS.—Orders show a 


good volume and prices are well main- 


tained. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.25 per 100 Ib.; 28-gage 
black sheets, $4.25 per 100 Ib. 


STOVE PIPE, COAL HODS, ETC.— 
Prices for this year are the same as 


last. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best full gage pipe, 
30 gage, 12c.; 28 gage, 13c.; 26 gage, 
15%4c. per joint. Corrugated elbows, 
30 gage, $1.20; 28 gage, $1.50 per doz. 
Galvanized coal hods, 17-in., $5 doz. 


TRAPS.—Fall buying has not started 


as yet. Prices are the same as last 
year. 
We quote from pare stoc ks, 
f.o.b. Chicago: No. $1.10 doz.; No. 
1, $1.38 doz.; No. "ay, $2.44 ‘doz. : 
No. 2, $3.36 doz. 


WIRE PRODUCTS.—Orders for early 
1927 shipment are now being received 
on wire cloth only at the below figures. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Wire Staples, No. 8 
black annealed wire, $3.05 per 100 Ib.; 
No. 9 galvanized plain wire, $3.50 per 
100 lb.: catch weight spool galvanized 
cattle or hog wire, $3.75 per 100 Ib.; 
80 rod spool of galvanized hog wire, 
$3.25 per spool. Polished fence 
staples, $3.50 per 100 lb. Wire cloth, 
black, 12-mesh, $1.65 per 100 sq. ft. 


galvanized, 12- mesh, $1.90 per 100 sq. 
ft.; bronze, 14-me sh, $5.40 per 100 
sq. ft.; Galvanized Poultry Netting: 
Galvanized before made, 57%4-5 per 
cent discount: galvanized after made, 
51%-5 per cent discount. 


WRENCHES. 
prices remain unchanged. 

We from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches 
60-10 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-on Wrenches. — Radio and 
electrical set, $4; No. 101 Master 
Service Set, $15 5.20: No. 202 Heavy 
Set, $8.80; No. 303 Ford Master Serv- 
ice Set, $14.85; No. 404 Universal 
Socket Set, $8.75: No. 505B Screw 
Driver Set, $3.40; No. 900 Square 
Socket Set, $3.70. All Snap-on 
Wrenches less 40 per cent discount. 





quote 
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Seasonal Lull in Pittsburgh 





August 26, 1926 


Territory—Retailers’ Stocks Sufficient 


(Pittsburgh office of HARDWAKEr AGE) 

ARDWARE business in this area still is in the midst of the 
H lull that usually develops about this time of year, when re- 
tailers are engaged in reducing stocks of summer lines and 
hardly are ready to do much in fall and winter goods. Much needed 
rains have fallen in the past week and the crop prospects have been 
brightened to an extent that the jobbers expect rural demands to be 
heavier before long, especially as their salesmen are back on the 
road again after their vacations. Woven wire fence manufacturers 
are canvassing the trade for contracts in this product and giving 
spring dating on such business. Discounts are the same as a year 
ago and there has been no change in prices. Demand for beverage 
and preserving supplies holds up well and there is some surprise 
that orders still are coming along fairly well for screen wire goods. 
All in all, business is probably all that could be expected for the 
time of year and the trade derives a measure of cheerfulness as to 
the prospect from the excellent showing the steel industry is 
making. babs 

With the exception of the war period, the steel industry never 
before had as busy a summer as this one is proving. Steel business 
is surprising everyone by its persistency and volume and fooled a 
good many manufacturers who being guided by tradition, figured 
July and August would be slow months and accordingly let their 
stocks run down. The fact that steel ingot production is rising 
now at a time when it ordinarily is bent in the other direction is 
partly explained by the fact that the mills did not have the stocks 
to supplement production when business began to get better along 
about the middle of June. This and nearby districts now are pro- 
ducing steel at more than 85 per cent of capacity, or more than 15 
points higher than at this time last year. There is a growing be- 
lief that the remainder of the year will show a situation quite as 
good as now exists, with railroad rail and car buying expected to 
offset such losses as may occur in the more seasonal lines like tin 
plate and pipe. 

The coal situation has a good deal to do with the movement of 
hardware in this district and that market is looking better, although 
prices are not yet on a profitable basis. So long as the British coal 
miners’ strike continues, there is bound to be some export coal busi- 
ness, and while that demand so far has been largely supplied by the 
Southern fields, considerable business has come to this part of the 
country. There will be the usual expansion in industrial and domes- 
tic requirements in the next sixty days and with the threat of trouble 
arising from the termination as of April 1, next, of the so-called 
Jacksonville wage scale, there are strong expectations of some heavy 
stocking of coal against such an exigency. 

There is no good reason why the hardware trade should feel dis- 
turbed about the business prospect and there is a good deal of sta- 
bility to prices, which should help in the maintenance of a steady 
movement. Meanwhile collections, which were so poor over the first 
five months of the year, have been getting steadily better. 


AUTOMOBILE ACCESSORIES.—New 
automobiles are coming out with 5° | cessories demand has been rather dis- 
many accessories as standard equip- couraging to the jobbers. 

ment that there is not the chance for Prices from jobbers’ stocks, £.0.b 
business there was before that move- Pittsburgh follow: Se ae 


ment becam ' Spark Plugs.—A. C., lots of 10 to 
. r general There has been 90, 53c. each; lots of 100 or more, 50c.; 





a good business in tents and other A. C. No. 1075 for Ford cars, lots of 

10 to 90, 36c. each; 

more, 34c. 
Lamps.—21 candle power, 6-8 volt, 


articles used by automobile tourists lots of 100 or 


this summer, but in the straight ac- 








list price, 35c. each; 3-candle power, 
6-8 volt, list price, i8c. each, subject 
to a discount of 30 per cent in lots of 
less than 50, and 40 per cent for lots 
of 50 or more. 

Speedometers.—A. Cc. for Ford cars, 
list price, $10 each. 

Tire Gages.—Schrader, high» pres- 


-gure, lots of less than 10, $1 each; 


lots ‘of 10 or more, 95c.; balloon tire, 
lots of less than 10, $1. 13: lots of 10 
or more, $1.08; U. S. Standard, lots 
of less than 10, $1.10; lots of 10 or 
more, 

Alcohol.—In barrel lots, 38c. to 4lc. 
per gal. 

Motor Oil.—Vacuum Oil Co., in 10 
gal. steel drums, with faucet, grades 
A. E. and Arctic, $10.50 list; B, $13.70 
list, less 25 per cent. 

Motor Meters.— Standard makes, 
lots of less than 10, 30 per cent off 
list; lots of 10 to 19, 35 per cent off 
list; lots of 20 or more, 40 per cent 
off list. 

Windshield Cleaners.—Trico, uni- 
versal automatic cleaners, $3.25 each. 

~ a. —Millers Falls No. 145, $3.75 
each 

Pumps.—Anthony line, $2.20 each. 

Chains.—Single pairs, 30 per cent 
off list; lots of 10 to 50 pairs, 35 per 
cent off list; lots of 50 pairs and over, 
40 per cent off list 


AUTOMOBILE TIRES AND TUBES. 
—There is no complaint about the way 
tires and tubes and moving here. 


Dealers’ prices for those makes of 
tires and tubes handled by the hard- 
ware trade follow: 


HIGH PRESSURE TIRES 


Size Heavy Duty Truck 
fee: eer $8.75 bebe 
Pe Rg de a eite wun 5 
30 x 3% o extra size 10. 50 rr 
fe CC) aera. 12.8 ~e 
32 x 3% Ss Sg bacetha-eie i436 sae 
PA  -cecaucadwe 15.95 ‘ne 
2) re rr 17.45 ee 
iE: euicenuedtsd 626s 18.20 oa 
DE i tebedeawasbanwe 19.45 re 
rn - exteeeevetees 23.45 $28.75 
PCM  osaeeeskeewes 24.65 29.45 
DPT cect cacededas 25.85 31.25 
ih gaseseseee wes 26.60 er 
SS ) PPA rrr. 27.30 a 
ie MD 6 ce4 es oe 6s a 35.50 
fs F ae ye ere 33.50 39.25 
Di wueeceah «es kee is — 41.50 
ff Y ere ee 35.50 42.75 
a ee Mi esegécesene = 59.65 
OS See 65.25 
OO. | ae ae re 81.85 
te. tcvensedidwedee 91.65 
ae stasuebecesuunes 129.25 

Tubes 
Tan Gray 
Tubes Tubes 
Single Single 

Size Price Price 
ek reer rr $1.95 $1.55 
30 x 3% eee bntie eee e-2 2.10 1.75 
8 fe) er ee 2.55 2.15 
PTE . ites sate Pema w ee 2.95 2.45 
Sw seen din eee 3.05 2.55 

Tan Gray 
Tubes Tubes 
Single Single 

Size Price Price 
eee aT eee? eee $3.15 $2.60 
DMM d¢cdnbhsetwekw en 3.35 2.70 
bf ee 3.60 
Pn cedteceud swabs 3.70 
Pe dewesdicie'h ow o4 3.80 
S.-i S 3.95 
a ae MEE . ie ohhh wend s 4.15 
NT ee eee cee oe 4.25 
SF eee ee pera 4.55 
LD Se ere 4.65 
Sa ee > 4.80 
ERE et ee 6.25 
Ft Bare eer ee 8.70 
fe Sree 10.60 
i) | aa 11.80 
i ae cakenes otaweawe 15.15 
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Balloon Tires 


To fit 19 in., 20 in., 21 in., 22 in., 
23 in. Rims. 
Gray 
Size Ply Casings Tubes 
27 x 4.40-19 in 4 $11.25 $2.25 
29 x 4.40-21 in. 4 11.45 2.35 
29 x 4.75-20 in 4 15.00 2.85 
30 x 4.75-21 in 4 15.75 2.95 
29 x 4.95-20 in 4 16.35 2.95 
30 x 4.95-21 in + 16.95 3.00 
31 x 4.95-22 in 4 17.95 3.05 
30 x 5.25-20 in 4 18.25 3.20 
31 x 5.25-21 in 4 18.85 3.30 
30 x 5.77-20 in 6 27.15 3.75 
32 x 5.77-22 in 6 28.75 3.90 
33 x 5.77-23 in 6 29.90 4.00 
32 x 6.00-20in 6 27.50 4.10 
33 x 6.20-21 in 6 28.75 4.35 
33 x 6.20-21 in. 6 34.10 4.85 
33 x 6.75-21 in. 6 36.75 5.35 
34 x 7.30-20 in. 6 41.65 6.10 
BATTERIES.—There is the same 


steady demand for dry cell batteries 
there has been for several weeks. The 
trade is looking for a strong demand 
for radio batteries this fall and winter. 


Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 
Broken Unit 
Packages Packages 
Se Fee $1.05 $0.97 
> Mi ¢ebcnceheenme 1.22 1.14 
 } eee 1.32 1.22 
i Rrra 1.40 1.30 
i = Fer 2.62 2.44 
td” a aduness ie musa Tee 2.44 
i Me cecdnsgeae kee 3.33 3.00 
 * Fe .42 .o9 
Seek... DE adactncences .40 .o0 


No. 6 dry cells, ignition type, unit 
packages, 32c. each: roken, 36c. 
Flashlight.—No. 935, 9¥%c. each; No. 
950, 10%c.; No. a 22¢. 5 No. 705, 
21%c.; No. 750, 18c.; No. 751, 24c. 
saan Shot. —No. 1a6i, $1. 70: No. 1662, 
35. 


BEVERAGE AND PRESERVING 
SUPPLIES.—tThere is good demand for 
these lines here. Jobbers quote: 


Botties and Caps.—Quarts, $9.50 per 
gross; caps, 20c. to 22c. per gross; 
stoppers, $2.25 per dozen; cappers, 
$10.50 per dozen. 

Strainer Sets.—Everedy, in dozen 
lots, strainer stand, $4 per doz.; 
strainer bag, $2 per doz.; filter bag, 
$4 per doz. 

les.—Universal, No. 1021, $1.25; 

, $1.55; No. 19221, $2.50; No. 

Jar Rubbers.—Double lip, red, 80c. 
per gross. 

Canning 0 eee 1, single jar, 
70c. per doz; No. 2, 8 jar, $3.60 per 
doz.; jar wrench, 75e. per doz. 

Fruit Presses.—-Enterprise, No. 6, 
$6.25 each; Juicy, 3 qt., $3.50 each; 
6 qt., $4.30; 12 qt., $6; Brighton, 2 qt., 
$3 each; 4 qt., $4.50; 10 qt., $7. 

Cider Presses. —Eagle, single tub, 
$12.10 each; Eagle Junior, $24; Cant- 


clog, single tub, $14.85 
Oak Kegs.— 
Red White White Oak 
Oak Oak Charred 
5 gallon...... $1.20 $1.35 $2.35 
10 gallon...... 1.65 1.75 2.75 
15 gallon...... 1.90 2.15 3.10 
20 gallon...... 2.15 2.30 3.35 


BLOW TORCHES.—tThere is a steady 


call for torches. Jobbers quote: 


ed ee oy No. 38, $4.75 each; 
31, $5; Clayton & ‘Lambert Ce., 
No 146, $4. 26; No. 210, $5.40. 


BOLTS, NUTS AND RIVETS.—De- 
mand is steady and prices are holding 
at levels that were established almost 
two years ago. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; ail sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 15 
and 10 per cent off list: tire bolts, 40 
and 10 per cent nad st: a . 
pressed, square, 
boxes, % in. « me 100; o/a6 in, $14: 
% in., $11; % in., $10.00 
% in., ., $8: % in., ” $7. 50; Pe. Any “small 
+ he stn and tinners, 60 per cent off 
ist. 


CAMPING SUPPLIES.—Although the 
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camping season has reached it height, 
there is still a fair call for cook stoves, 
vacuum jugs, lanterns, etc. Jobbers 
quote: 


Lanterns.—Monarch, $8 
Junior, $8.50; D’lite, $13 
Wagon, $17.25. 

ook Stoves.—Coleman No. 9, $6.25 
each; No. 2, $8.50; Justrite, No. 161, 
$7. 67: No. 252, 7; Kampcook, No. 
3, $4.67; No. 15; No. 7, $6; No. 
10, $9.75; Sterno, No. 46, $4 dozen; 
canned heat, $1 dozen. 

Vacuum Jugs, Jars and Bottles— 
Little Brown jugs, $2.25 each; Alad- 
din jugs, $2.75 each; Universal jar 
No. 600, $4.40 each; bottles, pints, 
90c. each; quarts, $1.60 each; all steel, 
pints, $4.75 each; quarts, $5.40 each; 
2 qt., $6.75. 


COW SPRAYS AND SPRAYERS.— 
The weather is just right for a strong 
demand and it is strong. Jobbers quote: 


doz.: 
Junior 


per 


Sprays.—EZ Bos, ™ gallon, $8.40 
per doz.; 1 gallon, $13.50. 


Sprayers.—Cyclone, $4.50 per doz. 
Glass tank, $5.50. Baby Midget, $2.50. 


ELECTRIC FANS.—Hot weather oc- 
casions some demand, but it is not 
really active, as those who might have 
thought earlier in the year of buying 
are not so disposed with the summer 
more than half gone. Jobbers quote: 
Polar Cub black, 6-in., each, in 


lots of 12, $2.85; 8-in., $3.20, in lots 
of 12, + 10-in. stationary, ‘$4. 60, in 
lots of 6 


$4.35 oscillating, $7, in lots 
of 6, 64. 


GARDEN AND LAWN SUPPLIES.— 
There has been an exceptionally heavy 
call for sprinklers and a good demand 
for hose and sprinkling cans. Heavy 
rains in the past week, however, have 
brought about a reaction. Call for 
mowers is not up to that at this time 
last year. Haying tools are moving 
well. Jobbers quote: 


Tools.—Manure forks, 
long handled, $15.25 per 
garden rakes, 14-tooth, $9 per dozen; 
spading forks, $10. 80 to $21 per 
doz.: having forks, 3-tine, first qual- 
ity, $12. 75 per doz.; German hoes, No. 
3-0, $7.20 per doz.; scythes, $12 to $25 
per doz.; snaths, "$10. 50 to $15.00 per 
doz. 


first quality, 
doz.; bowed 


Hose.—In 250-ft. reels, % in., 10c. 
per ft.; % in., 10%c.; %, in., 11e. - in 
50-ft. length, we. per ft. higher; 
Gem spray nozzles, ye a doz. 
Sprinkling Cans.—4 qt., $6 per art 
6 qt., $6.60; 8 qt., $7. ai "10 qt., $8.1 
12 at., $10 16 at., $12 

Hose Reels.—Victor, st. 75 each; No. 
2, $2.60; Reeleasy, $1.35. 

Plows.—Geneva, No. 2, $5 each; 


Leader, No. 2, $3; No. 5, $3. 

Mowers.— Plain bearing, & in. 
wheels, 12 in., $5 each; 14 in., $5.25; 
ball bearing, 9 in. wheels, 14 in., 
$7.75: 16 in., $8; supreme ball bear- 
ing, 10 in. wheels, 14 in., $10.75; 16 
in., $11.25; 18 in., $12. 

Mower Oil Cans.—Tinned, straight 
or bent spouts, $1 per dozen; copper 
plated straight or bent spouts, $1.50 
per dozen. 

Rollers.—No. 2 size, $8.50 each; No. 
4, $10; No. 5, $12. 50: No. 7, $15. 

Hedge Shears. — Western, 8 _ in 
$1.25 per pair: 9 in., $1.40; 10 in., 
$1.60; Disston, 8 in., $1.75; 9 in., $1.90; 
10 in., $2; ladies’ shears, Western, 
85c.; Disston, $1.10. 

Sprinklers.—Ring, $6 per doz.; Rain 
King, $2.35 each; Pluvius, $1.15; two 
purpose, $1.30. 


ICE CREAM FREEZERS.—The weath- 
er is favorable for a good demand and 
sales are running fairly heavy. 


Jobbers’ quotations to retailers 
f.o.b. Pittsburgh. 


Alaska Freezers.—1 qt., $2.95 each; 


2 qt., $3.45 each; 3 at., $4.10 each; 4 
qt., $5 each; 6 qt., $6.30 each; 8 gt., 
$8.20 each; 10 qt., $10. 75 each; 12 qt., 


$14 each; 15 qt., $17 each, and 20 at., 
$21.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 
Alaska Gray Goose Freezers.—1 qt., 
$3.35 each; 2 qt., $3.90 each; 3 qt., 
$4.65 each: 4 qt., $5.70 each; 6 qt., 
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$7.25 each; 8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

White Mountain Freezers—2 at., 
$5.65 each; 3 qt., $6.75 each; 4 at., 
$8.25 each; 6 qt., $10.45 each; & at., 
$13.50 each, and 10 qt., $18 each. 


subject 
vV0 per cent. 


These are list prices and are 
to a dealers’ discount of 


_Blizzard.—1 qt., $4.65 each; 2 aqt., 
$5.50; 3 qt., $6.50; 4 qt., $8; 6 qt., $10; 
8 at., $13; 10 qt., $17; subject to a 


discount of 55 and 7% 
Lightning.—1 at., 
Sat: 3 qt., $6.50; 4 


per cent. 
$4.65 each; 2 qt., 
qt., $8; 6 qt., $10; 
, $13; 10 qt., '$17- 12 qt., $21; sub- 
tent ‘to a discount of 55 per pe” 
Auto-Vacuum Freezers. — No 
$3.33 net; No. 2, $4 net; No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 
Acme Freezers. — Bright, 
nized, tapered, 2 qt., $8 per doz. : same 
size, enameled galvanized, $10 per 
dozen; 4-qt. size, enameled-galva- 
nized, $18 per doz.; and 1-at. size, 
Junior enameled, $4.80 per dozen. 
These are net prices to dealers. 
Arctic Ary at., $4; 2 
38°60 3 qt., $5.5 4 qt., 
$11. 10: 10 at., 
$16. 65; 15 qt., $23.30. are 
vist prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 


PAINTING SUPPLIES.—Turpentine 
has advanced 4c. per gal. since a week 
ago. Other items are holding at recent 
prices. Business is quiet. 

Prices to 


galv a- 


These 


retailers: 


Ready mixed paints, best grades, 
$2.85 per gallon; lower grades, $2.25; 
white lead, 15%c per lb. in 100-Ib. 


lots; 10 per cent less in lots of 500 Ib. 
or more and an extra 4 per cent less 
in lots of a ton or more; turpentine, 
$1.11 per gal. in barrel lots: raw lin- 
seed oil 13.7c. per Ib. in barrel lots. 


SCREEN DOORS AND WINDOWS.— 
Orders still are coming to jobbers for 
small lots. They quote: 


Doors.—-Standard makes, 2 ft. 8 in. 


x 6 ft. 8 in. in plain walnut stain, $18 
per doz.; varnished natural colors, 
$24.25. 

_ Windows. —Hardwood oiled frame, 
No 1233, 12 mesh black wire cloth, 
$3.40 per doz.; No. 1533, $3.85; No. 
1833, $4.20; No. 2433, $5; No. 2437, 
$5.50; $5.50; 24 


metal frame, 18 in., 
in., $6.40. 


SCREEN WIRE CLOTH.—tThere are 
still demands for a few dozen rolls, 
but the season of big demand is past. 
Jobbers quote: 


Black, 12 mesh, $1.80 to $1.90 per 
100 sq. ft.; 14 mesh, $2.25. Galva- 
nized, 12 mesh, $2. 25. Bronze, 14 
mesh, $5.75. 


SHEET METAL.—Sheet copper has 
stiffened further in response to a 
stronger primary market. Sheet zinc 
is at recent prices. Business is good 
for the time of yéar. 


We quote sheet copper at 23c. per 
lb. from jobbers’ stocks in lots of 
300 lb. or more and 27c. per Ib. in 
et sheets; sheet zinc, 13.00c. per 

b. in loose sheets, 12c. in 100 Ib. 
A 11.80c, in 300 lb. casks, and 
11.80c. in 600 lb. casks. 


SHEET STEEL.—It begins to look as 
though mill prices had gone as low as 
they will for the present and that there 
might be some stiffening in the near 
future. Certainly, the larger producers 
of galvanized sheets are not willing to 
take business as cheaply as they would 
have a few weeks ago. A change in 
the base and in the gage differentials 
on black sheets is being worked out; 
its adoption will mean higher prices 
for the lighter gages, which it is 
claimed for some time have been sell- 
ing too low in relation to the heavy 
gages and also as to producing costs. 
Jobbers’ sales are very steady and of 
fairly good volume for the time of year. 
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Business in Northwest Showing Signs 
of Improvement—Prices Generally Firm 


(Minneapolis office of HARDWARE AGE) 


EPORTS of the later crops over the Northwest tributary to 
the Twin Cities indicate that the yield has been consider- 
ably improved by conditions during the past few weeks. 

Threshing is in progress in the southern part of the territory, with 


fair results in the district. 
signs of improvement. 
buying for fall has begun. 


Business in general begins to show 
The summer lull is just about past, and 
Stocks are being filled for this demand. 


Collections are still slow in the larger centers, but are showing 


some improvement in the rural communities, as the crops are being 


taken to market. 


AXES.—Sales are normal, with stocks 


in good condition. Prices have not 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 


weight axes at $16 per dozen and 
double bit base weight axes at $21.50 
per dozen net. 


BALE TIES.—Call for bale ties has 
not yet started in a retail way, but 
dealers are ordering. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single loop bale 
ties, 9% x 14, $1.54; 9% x 15, $1.37; 
9% x 14, $1. 57 per bundle. 
BOLTS.—Call is steady, without much 
of particular interest. Stocks are well 


filled, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
47% per cent; machine bolts at 50-5 


per cent; stove bolts at 75 per cent 
and lag screws at 55 per cent from 
lists. 


BRADS.—Sales show a steady demand, 
with stocks well filled. Prices have not 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 


Ib. boxes at 75 per cent from list. 
BUILDERS’ HARDWARE.—Building 
is on the increase in this territory, as 
the fall building season opens. Small 
home building in the suburbs still 
shows the greatest activity. Building 
in the smaller towns and the country 
is fairly active, although the farmers 
are now engaged in harvesting and 
threshing activities. 


CARPET SWEEPERS.—Demand is 
steady, and stocks are well filled. There 
is no change in prices. 


We uote from jobbers’ 
f.o.b. win Cities: 

Carpet Sweepers, American Queen, 
$54 per dozen; Elite, $60 per dozen 
Grand Rapids, nickeled, 15 in., $48 
per doz.; same jap., 17 in., $60 per 
doz.: Parlor Queen, $56 per dozen; 
Princess, $50 per dozen; Universal 
nickeled, $46 per dozen, and jap., $42 
per dozen. 

Toy Sweepers, Little Gem (3 and 6 
doz. cartons), $3.75 per doz.; Little 
Jewel, 1 doz. cartons, $10, and Junior 
1 dozen cartons, $16 per dozen. Little 
Helper, $2 per dozen. 


COAL HODS.—Call in a retail way 
has not yet started, but dealers are 
filling their stocks. Prices are as fol- 
lows: 
We 


stocks, 


quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned 
coal hods, 17 in., $3.75; 18 in., 
japanned ‘funnel, 17 in., $4.80; 
5.25; galvanized open, 17 in., $5. 25: 








18 in., $5.80; galvanized, funnel, 17 
n., $5.80; 18 in., $6.70 per dozen, net. 


EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Demand is_ very 
good, with stocks in good condition. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint, single 
bead, 28 ga. eaves trough at $5.50 per 
100 ft.; 28 ga. 3 in. conductor pipe at 
$5.40 per 100 ft. and 28 ga. 3 in. el- 
bows at $1.73 per dozen net. 


FIELD FENCE.—Call for field fence 
at present is rather light, the farmers 
being busy with fall work. Stocks are 
well filled, with no change in prices. 


We quote from jobbers’ = stocks, 
f.o.b. Twin Cities: 26 in. 10 ga. top 
and bottom 12% ga. intermediate type 
of fence at $30.04 per 100 rods, with 
other sizes and weights in proportion. 


FILES.—Demand is good, with stocks 
well filled. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—Sales are 
fair, with stocks in good condition. 
Prices are steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.50; No. 2, , $8. 25; 
No. 3, $9.45; heavy tubs; No. 1, 
$12.60: No. 2, $13.80; No. 3, $15; Stand- 
ard 10 qt. pails, $2. 70; 12 qt., $3.05; 
15 qt., $3.40; stock pails, 16 at., $5, 
and 18 qt., $5.50 per dozen net. 


GLASS AND PUTTY.—Sales begin to 
show a slight improvement, with stocks 
ready for the fall demand. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, sin- 
gle strength glass, 83 per cent; double 
strength, 85 per cent, and strictly 
pure putty in 50-lb. drums at $4.85 
cwt., net. 


HAMMERS AND HATCHETS.—Call 
is fairly good. Stocks are well as- 
sorted and ample for the demand. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
nail hammers, $12.60; Plumb No. HF- 
81, $12; Riverside, No. 611%, $12; 
Plumb Broad, No. 2 antenet, $16.40; 
No. 2 shingling, $12.5 ; No. 2 claw, 
$13.75 per dozen gg 


HOSE.—Demand is slackening, with 
the advance of the season. Stocks are 
being cleaned out for the winter. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Competition, % 
in., 3 ply, $8.25; Leader, 52 in., 5 ply, 
$9.50; % in., 5 ply, 510.75; Good Luck, 
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5, in., 6 ply, $10.75; Bull Dog, % in., 
7 ply, $14; Riverside, molded, % in., 
black, $14: % in., $12. 50; red, ™% in., 
$14.50; % in., $14 per 100 ft. net. 


ICE CREAM FREEZERS.—Call is 
still fair, with stocks ample for the 
demand. Prices have not changed. 


We quote from jobbers’ § stocks, 
f.o.b. Twin Cities: 

Alaska Freezers.—1 qt., $2.95 each; 

o $3. a “x ‘. $4. 10 each; 4 

$5 e ° 353 30 each; 8 qt. on 

35 20 Bee ys "to oH ang $10. 75 each; 12 qt., 
14 each; 15 qt., $1 each, and 20 qt., 
$21.50 each. These are list prices 
which are subject to a dealers dis- 
count of 20 and 10 per cent. 

Alaska Grey Goose Freezers.—1 at., 
3.35 each; ~ $3.90 each; 3 qt., 
4.65 each; 4 , $5.70 each; 6 qt., 
$7.25 each; 8 $9. 35 each; 10 qt., 
$12.50 each. une are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2 at., 
5.65 each; 3 a $6.75 each; 4 qt., 
8.25 each; 6 $10.45 each; 8 qt., 
13.50 each, har 10 aqt., $18 each. 
These are list prices and are subject 
to a dealers’ discount of 50 per a 

Auto-Vacuum Freezers. — 1 


These net 
prices to dealers show a discount of 
33144 per cent off list. 

Acme Freezers.—Bnright, galvanized, 
tapered, 2 qt., $8 per dozen; 
size, ones ed-galvanized, $10 per 
dozen; qt. size, enameled-galvan- 
ized, $18 per dozen, and 1 qt. size, 
Junior, enameled, $4.80 per dozen. 
These are net prices to dealers. 

Arctic Freezers.—1l1 qt., $4; 2 aqt., 
4.60; 3 at., $5.55; 4 qt., $6.86; 6 qt., 
ag s $11.10; 10 at., $14. 80; 12 

$16. 6 "15 qt., $23.30. These are 
fist prices. Jobbers quote dealers’ dis- 
count of 50 per cent off this list. 


LANTERNS.—Demand for lanterns is 
growing, with the shorter daylight 
hours. Stocks are being filled for the 
winter sales. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long .or short 
globe tubular lanterns, $13 per doz. 
net. 


MILK CANS.—Call is good, with 
stocks ample for the demand. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5 gallon 
milk cans at $2.65 each; 8 gal. at $3.15 
each, and 10 gal. at $3. 25 each, net. 


NAILS.—Sales are showing some in- 
crease with the additional building 
activities. Stocks are kept well as- 
sorted, although dealers are inclined to 
buy sparingly. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b: Twin Cities: Standard wire 
nails, and cement coated wire nails 
in 100-lb. kegs, at $3.25 per keg, base. 


PAINTS AND WHITE LEAD.—In- 
dications are for a very good painting 
season this fall. Stocks are well as- 
sorted, with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gallon, in 1 gallon 
cans, and white lead in 100 Ib. con- 
tainers at $13.84 cwt., net. 


PUMPS.—Demand in this line is 
steady and fairly good. Stocks are 
kept in good condition. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 
6-in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495, underground discharge 
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Compact, useful and of 
convenient variety the 
Pyrex Gift Set will be ap- 
preciated by any house- 
wife. Ovenware marked 
with our Registered Trade 
Mark “PYREX”’ is guar- 
anteed for two years from 
date of purchase against 
breakage from oven heat 














Your four best selling numbers 
im one compact set~ 


STABLISHED through extensive better baking qualities. And they 


investigation as the most popu- 
lar pieces in the famous Pyrex line, 
the Pyrex Casserole, Pie Plate, Utility 
Dish and Custard Cups are now 
packed in one carton to retail as the 
Pyrex Gift Set. 

The total value of this set is $5.15, 
but the wholesale price permits you 
to sell it at $5.00 with the regular 
profit. 

You can now reap the profit from 
four items in a single sale—and de- 
mands for this set are steadily 
increasing. 

Women who use Pyrex in their 
own kitchens like its cleanliness and 


CORNING GLASS WORKS 
‘Pyrex Sales “Division 


Corning, New York, U.S. A. 


find it a handsome, serviceable 
present for their friends. 


Make the Pyrex Gift Set the 
feature of your display. Suggest to 
your customers by use of display 
cards and through your salesmen 
that this convenient set is especially 
appropriate in many instances—as a 
birthday, wedding, anniversary or 
Christmas gift; for kitchen showers; 
as a game prize; or in equipping the 
new kitchen. 

If you have not as yet received the 
bright, full-color Pyrex display card, 
let us know. It will be shipped to 
you at once free of charge. 
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windmill force, adjustable | stroke, and fairly good. Stocks are in good | WHEELBARROWS.—Sales are show- 

Aggy egg Ran Bg 2 ‘No. 183 hand condition, with prices unchanged. ing some improvement, with the ap- 

me, tn. wroke, 6-ft. set length, We quote from fobbers’ , Stocks, proach of the fall season. Stocks are 

925 each, net. f.o.b. Twin Cities: Flat heac . . 
ample for th ll. Prices remain un- 
PYREX OVENWARE.—Demand be-| wood screws at 80-20 per cent; flat —— me ce 

. - . head, japanned, 72%-10 per cent; cnangeda. 
gins to show improvement, with stocks round head, blued, 77%-10 per cent; , 

. . flat head. brass. 77%-10 per cent: We quote from jobbers’ stocks, 
being filled up for the fall trade. round head brass. 75-10 per nn from f.o.b. Twin Cities: Barrel tray, fully 
Prices have not changed. lists. bolted wheelbarrow, $36.50 doz.; No. 

: : . . 2, tubular, $7.33 each, and No. 1 
We quote emt. ey oes SOLDER.—Demand is fair, with signs garden barrows, $6.25 each, net. 

f.o.b. Twin Cities oO casseroles : : d 

$1.17: No. 633 casseroles, $1. gat No. = sca aah oo a well WIRE.—Fence wire is selling rather 

209 pie plates, 50c; No. 210 pie plates, e wi rices noidain rm, iviti 

6ie; No. 212 bread pans, 60c; No. Rt P nd a slowly now, due to other activities on 

:1 utility pans, 67c; No. 12 tea pots, 7. 2 2 ae oe the farm. Other wire for construction 
$1.67: No. 24 tea pots, $2, and No. 36. f.o.b. _Twin Cities: See a se well Stock = 
tea pots, $2.33 each, net and half solder at 43c. lb., and strict- purposes 1s mo g well. Sa 

ly half and half solder at 42c. Ib., well filled, with prices firm. 


net, 


REGISTERS.—Sales are beginning to 
improve, with the activities in furnace 
installing. Prices have not changed. 


We quote from jobbers’ stocks, later in the fall. 





STEEL SHEETS.—Call for sheets is 
fair, with indications of a better trade 
Stocks are well filled, 


from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted hog 
wire at $3 .22 per 80-rod ‘spool; galva- 
nized cattle wire at $3.21 per 80-rod 


We quote 


fo.b. Twin Cities: Wrought Steel with prices firm. spool; galvanized hog wire at $3.43 
registers at 40 per cent from lists. ~ , — a per 80-rod spool; —— —— we 
. . . Se quote iro yOwes. CRS, No. 9, $3.25 cwt., an alvanized 
ROPE. is fair, with stocks well f-.b. ae Goties: Stalvessoes steel smooth co No. 9, $3.70 cwt. ; 
Na 5 an sheets at $5.60 cwt., base (28 ga.) and 
filled. Prices have _ — . black steel sheets at $4.35 cwt., base. WIRE CLOTH.—tThere is still some 
We uote from jobbers’ stocks, . . : / 
fob Twin Cities: Best grade manila | TIN.—Demand is fair. Stocks are well | demand for wire cloth in a retail way, 
rope at 24%c Ib., base, and _ best filled, and prices are steady. but sales are slowing down. Dealers 
ae ee eee We Se We quote from jobbers’ stocks are grading their stocks down, pre 
. t > > od ; ; ne ‘ A ’ 
SANDPAPER.—Sales are better with f.0.b. Twin Cities: Furnac sore, Be paratory for the end of the season. 


the beginning of the fall building sea- 
son. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
san@paper at $6.65 per ream; second 


box. 


TORCHES.—Sales 





20 x 28 tin at $14.50, 
8 lb. coating roofing tin at $15.25 per 


fairly good. Stocks are in good con- 
dition, with prices unchanged. 


Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted wire 
cloth, 12 x 12 mesh, $1.90 per 100 sq. 
ft., base; alumina, 12 x 12 mesh, $2.35 
per 100 sq. ft., base; galvanized, 14x 


are steady, and 





grade No. 1, $6 per ream, and garnet, 
No. 1, $16.50 per ream. We uote from jobbers’ stocks, 14 mesh, $2.70 per 100 sq. ft., base, 
SASH CORD AND W EIGHTS.—In pee eee oe oe Master oo 16 mesh, $3.10 per 100 Sq. 
, . ; ane, No. 43, qt., $5.76; No. 45, at., : 
this line, also, sales are increasing. $6.53: No. 47, qt. 7.08; No. 48. hg 
Stocks are well filled. Prices are 7.48 No. 49, qt., at No. 52, at., WRENCHES.—\tThere is a fair demand 
; at), each ‘urne r Standard j q 
steady as last quoted. re Ra _— ie for Mer nage es all A a> ee 
We quote from jobbers’ stocks, 5.76; No. 22, qt., $6. "5a No. 30, at., are uying — air y we we Stocks are in 
f.o.b. Twin Cities: Best grade sash 6.91; No. 38, qt., $5. 76; No. 39, at., good condition, with prices firm. 
cord at 73c. Ib. and second grade at 6.05; No. 92, qt., $6.79; No. 93, qt., ‘ 
274%c. Ib.; cast iron sash weights at $7.42; No. 105, qt., $4.88; No. 205, %,. We quote from jobbers’ stocks, 
$2.10 cwt. net $5.25 each. Turner firepots, No. f.o.b. win Cities: Agricultural 
- a . $7.20: No. 63, $7.97; No. 66, $10.18: wrenches, 8 in., $4.80; 10 in., $5.60; 
SCREWS.—Call for screws is steady No. 76, $7.13; No. 34, $8.67 each, net. 12 in., $7.20 per dozen, net. 





Automobile Trade 


S the automobile parking prob- 
lem becomes more and more 
acute, it is apparent that the cities 
and large towns of the country 
must sooner or later meet it face to 
face. 

In the past, it has seemed im- 
portant to draw automobile trade 
to retail establishments. The argument has always 
been that, if a family has enough money to own and 
run an automobile, the family’s income must be sub- 
stantial, therefore the supplying of it with correct mer- 
chandise must be profitable. But in case after case 
where the problem has been looked into carefully and 
earnestly, the facts have always seemed to point the 
other way. 

On the avenue in one of our large cities, a large 
specialty shop which has always especially appealed to 
automobile trade recently found, when it put a careful 
checker on the job for a few days that the average 
number of automobiles waiting at the curb next to its 
establishment averaged no larger than six. Of course 
six represents a very small percentage of the purchasers 
in that store at any time. On the other hand, the num- 





ber of taxicabs which arrived with occupants during 
the average hour was found to be many times greater 
than six. 

Pittsburgh was compelled recently to meet the park- 
ing problem point blank and today it is impossible to 
park a car in the down town of that city. But there 
is little objection and certainly the best trade does not 
go outside of Pittsburgh to spend its dollars at retail. 
A specialist has estimated that the citizens of New York 
City pay $1,000,000 a day because of the delays to street 
traffic. In Chicago, the figure is set at $600,000 a day. 
It is said that in at least one American city the cost 
of delivering potatoes from the freight station to the 
consumer by truck through the streets amounts to more 
than the transportation charges on the same merchan- 
dise from the place where it was grown to that freight 
station, even though the distance may be thousands of 
miles. 

Very evidently, the cost of living is intimately linked 
up with this problem of parking and it is high time 
that Boards of Trade and Chambers of Commerce in 
cities and large towns throughout the country took 
definite steps to end the nuisance. 


Reading matter continued on page 68 
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Slide the doors 


on the inside 





m4 ee 








OUR doors—like the pistons in a motor—are the working part of the 
garage. And door efficiency is almost entirely a question of hardware. 


That’s why Slidetite Door hardware is so universally used in equipping garage 
doorways. Its use insures doors that work right and stay right. 


With Slhidetite the doors slide and fold against the wall, inside; not exposed 
to rain and strong winds; not bothered by ice 


and snow. Slidetite equipped doors operate 


QM YI easily and surely and close as tight as the front 


MAhLisMsshi hist hihi bith hhh hhbhdhhbdhdhhdidddy” 
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door of your house. 

Slidetite is the most practical hardware for 
doorways, containing from two to ten doors 
and any width up to 30 feet. Regardless of 
width, the opening is unobstructed when 
doors are open. 














When a garage is noc deep enough co fold che 
doors inside—Slidaside is the correct hardware. 
Doors so —- slide around the corner, flat 
against the wall. 

Slidaside can be used for two car garages by 
sliding doors to both walls, and is adaprable to 





any garage, regardless of distance from jamb to 
side wall. : | AURORA, ILLINOIS, U.S. A. 

Both Slidaside and Slidetite equipment provide New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
for an entrance door—does away with expense of Chicago Minneapolis KansesCity LosAngeles SenFrancisco Omsha Seattle 


a separate entrance. Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD., LONDON, ONT. + Winnipeg, 


Largest and most complete line of door hardware made 
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ANTED: We want an experienced man who 
understands architects’ plans and specifica- 
tions for finish hardware. 

Wanted: Manager for sporting goods department 
—must be able to conduct department with up-to-date 
methods. 

Wanted: Experienced salesmen to sell line of slid- 
ing door hardware. 

The above, quoted (abbreviated) from the classi- 
fied columns of HARDWARE AGE, ought to suggest to 
any young hardware store employee the advantage of 
knowing a good deal about some one line of hardware 
store goods, as well as being able to sell anywhere in 
the store. 

There are always well paid positions open to the 
man who knows some phase of hardware and knows 
it well, and there is nothing to prevent any salesman 
studying up and becoming expert along such a line as 
interests him. The best advice to a young man in the 
hardware field is to absorb all the information that 
comes his way about everything connected with the 
business, but to specialize on some one branch, if it 
is nothing more than iron pipe. 


* a a 


Ever get discouraged? A friend of mine was tell- 
ing me recently what bucked him up one day when 
he was thinking what a hard time he was having. 

“I was going up the stairway in the La Salle Street 
railway station in Chicago to take the Lake Shore 
Limited and I was thinking things were breaking 
pretty tough for me. Just then I noticed a little party 
coming down the stairs. There was a middle-aged 
man who seemed to have almost altogether lost the 
use of his legs. He had crutches, but he couldn’t get 
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along without other help. On one side of him was a 
woman, obviously his wife, on the other side his 


daughter. Both women were doing their best to aid 
him. They looked like people of small means. They 
had no porter carrying their luggage. They were 


making it alone. What struck me forcibly was the 
fact that the man himself was making a joke of his 
awkwardness and all three of them were laughing 
and chuckling together as if it was the funniest thing 
in the world. Probably the family was just reunited 
after the absence of one or more. Nothing could mar 
their happiness. I just shook a leg and got up those 
stairs and out into the train shed and told myself, 
‘You don’t know when you’re well off. When a man 
and a family like that aren’t wasting any time feeling 
sorry for themselves, why should you?’ And that 
ended that downhearted spell.” 


a * * 


OU, young hardware salesman, are a partner in 

the business of the store, even though you draw 
down nothing more than a salary. That salary is 
your share of the gross profits, and if you are not 
efficient, it may even be more than your share. The 
question is, are you acting toward the business as a 
partner should act, even though only a minor partner? 
If you are, the chance favors your becoming a bigger 
partner. If you are not, you will soon cease to be a 
partner at all. You will lose your job. 

* * * 


A good many of us wonder how it is that some men 
remember people’s names with seeming ease, while we 
always have to make a bluff at it when we meet the 
same customer a second time. Here is what one suc- 
cessful salesman says in explanation of his method: 


Reading matter continued on page 70 
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The most valid reason 
in the world ! 


We base our recommendation that 


Would b sail ita la you sell the Burnham line of play 
ou ou u an automobpiie a : , > > 
didn’t Rin Pin dividual nie, tne vehicles upon the most valid reason in 
couldn’t be registered? the world. 








That reason is simply this: /t will 


4 / 
The same excellent logic that makes PAY you to do so: 
vou want to have an individual number Each of the Burnham items is a ready 
on your automobile, that you can have 1] asl te tim bil t | 
registered, strongly appeals to every seller. acn 1S € biggest value on 
the market in its class. All of them 


boy when he buys a coaster wagon. ‘ 
eae a ae will make more money for you. 


Of course not. 


wagon with license-plate numbers that : 
mean anything. No two KELLEY KAR Burnham Manufacturing Co. 
numbers are alike. Each is absolutely Charles City, Iowa 


individual, And we maintain a system 

whereby every KELLEY KAR owner 

can register his kar here with us, under 
ze his own name. Get our illustrated circulars on 
Red Top. the big-value, low-cost 
coaster that has demountable 
sides so that it can be made into 
«a buckboard; 










This gives the owner a pleasing sense 
of individuality, protects against theft, 
and enables us to render quick, accurate 
service from the factory, if ever re- 
quired. 


KELLEY KAR 


“The Rolls-Royce of Coaster Wagons” 


Skip-o-long, the quality scooter that 
has rear-wheel brake and other 
‘‘last word’’ features, and 


Skeezix, our line of play wagons 
for little tots. 
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“When I meet a man, I photograph on my mind his 
features and his expression, and I also photograph 
his name. I do this by spelling out the name mentally, 
letter by letter, until I can see it as plainly as if it 
were printed before me. 

If photographing the name means spelling out the 
letters, photographing the features may mean enu- 
merating them in mind as they are noted. For ex- 
ample, “John O’Brien—J-o-h-n O’-b-r-i-e-n, grayish 
hair, prominent nose, creased forehead, receding chin 
—John O’Brien.” I really believe that if one could 
mentally go through that or a similar formula with 
strangers, it would get results in making it easier to 
remember names. It doesn’t cost a cent to try it and 
there are chances enough every day. 

+ + + 

“Do you know what I think is the reason my boss 
never compliments me on anything I do in the store?” 
a young man asked me. “It’s because he thinks I[’ll 
turn right around and ask him for a raise in my pay. 
He needn’t worry, because a boss that feels that way 
wouldn’t give a man a raise in pay if he did ask for 


it and his employees all know it and probably they’re 
looking to some other store for their raise.” 


*% * * 


I don’t know that you want to live to be 100 years 
old, but if you do, and whether you do or not, it won’t 
do any harm for you to study, not just read through, 
these rules of Sir James Sawyer, the eminent British 
physician: 

1. Eight hours sleep every night. 

2. Sleep on your right side. 

3. Keep your bedroom window open. 

4. Have a mat before your bedroom door. 

5. Keep your bed away from the wall. 

6. No cold bath in the morning, but a bath at 
e temperature of the body. 

7. Exercise before breakfast. 

8. Eat little meat, and be sure it is well cooked. 
9. Avoid intoxicants, which destroy the cells 
that combat disease. 

10. Eat plenty of fat to feed the cells that 
destroy disease germs. 

11. Allow no pet animals in living rooms, for 
they carry disease germs. 

12. Live in the country if you can. 

13. Watch the three D’s—Drinking water, 
Damp and Drains. 


14. Keep your temper. 


th 


* . ¥ 


They say that the fellow who is always watching 
the clock will never own the clock. That depends 
upon the fellow’s mental attitude, whether he is 
watching to see how much longer he can work, or to 
see how long before he can get away. 
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Small wonder a hardware store finds itself with the 
year’s profit all on the books if each salesman, when 
he has completed a sale, stands with pencil in hand 
and asks, “Shall I charge this?” 

In the big drygoods and department stores it is 
said that charge customers receive better treatment 
than cash customers, their trade actually being valued 
more highly. I don’t believe any hardware man pre- 
fers a sum charged on his books to cash right on the 
nail. If-cash is wanted, it is better to act as if it 
were expected. Total the amount due, name it and 
stand expectant before the cash register and many a 
customer will come across with the money who, if en- 
couraged to say “Charge it,” will say just that. 


> oe 


Consider the difference in the way the price is pre- 
sented when you are anxious to sell the best of a 
variety of grades. Take self-basting roasters, for 
example. The customer is considering an enameled 
article priced at $1.75. You would like to sell an 
aluminum quality at $2.75. If you talk about the 
aluminum self-baster at $2.75 while the woman is 
thinking of getting out of the deal with an expendi- 
ture of $1.75, she thinks of that better article in 
terms of its whole price. Unconsciously she is think- 
ing she cannot afford $2.75. What she ought to be 
kept thinking is that the difference is only $1. Hold 
her mind to the thoughts of $1 and keep it away from 
the $2.75 idea. Also, reduce that $1 by showing how, 
in the normal life of the article, perhaps ten years, 
that dollar will amount to only ten cents a year, less 
than a penny a month. “Won’t it be worth a lot more 
than ten cents a year to have an aluminum roaster?” 


you ask—and you win. 
7 * * 


A good deal has been said and written about the 
advantage of caution. The trouble is that it is pretty 
hard to know when caution is nothing but fatal hesi- 
tation. The story is told of a brig that struck against 
a cliff on the coast of Ireland. Crushed by the blow, 
the brig yet held there firmly against the cliff for a 
few moments and those passengers who were quick 
to decide jumped to the rock and were saved, while 
those who hesitated, weighing the chances on the 
storm-swept rock against the possibilities of easier 
safety later, were lost. 

The quality of prompt decision is something that 
is developed in a man by training and experience. It 
does not come to the surface just when wanted. You 
cannot adopt the prompt decision practice in busi- 
ness, particularly in the buying end unless you have 
taught yourself how to decide correctly when decid- 
ing quickly. Practice quick decisions, even if you do 
not carry them out, but wait and check them up later 
to see how many of them would have been right. 


-—.) 


Little Miss Muffett 

Thought she could bluff it 

And get credit by using her smile. 

“Not much,” said the boss. 

“You must come across. 

“Spot cash from you all the while.” 
—Hardware Mother Goose. 


Reading matter continued on page 72 
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Competition is easier to meet 


with quality 


than with price. 


Any store can undercut you if you 
build yourbusinessonprice... But 
none has an advantage over you in 
product ...if you carry VollrathWare 


v vy vy 


— or later every merchant 
faces the question: ‘‘Shall I meet 
competition by the temporary make- 
shift of price-cutting . . . or build on 
the solid foundation of Quality where 
no man can wreck my trade?”’ 

Several thousand hardware dealers 
have chosen the safe second way. It 
leads to the Quality group that does 
not waver to the tune of a cent or 
two... but returns loyal patronage 
for satisfaction received. 


Here the greatest buying power ex- 
ists... Here true volume is found. 


To bring in these intelligent buyers 


THE VOLLRATH COMPANY, 


See the Vollrath advertisement in The 


dealers carry good stocks of Vollrath 
Ware. Fifty years of careful manufac- 
ture, and several generations of use, 
havemadeitknowntopublicand trade 
alike as first quality in cooking ware. 


You find Vollrath utensils prom- 
inently featured in windows of the 
better hardware stores; on their dis- 
ad counters . . . invariably out in 
ront where they can be closely in- 


— For merchants are proud of 
O 


llrath Ware. 


‘We have less complaints and re- 
turns on Vollrath than on any sim- 
ilar line,’’ says one dealer. 

‘“Greater turnover and a fine, steady 
profit every time,’’ says another. 

“If I sell one piece of Vollrath, 
I’m sure to sell more,’’ from a third. 


Hundreds of good messages like 


this prove over and over that homely 
old saying ‘‘Nobody has the best of 
you when you have the best to sell.”’ 


The Vollrath Selling Plan helps, 
too, in stimulating new business and 
in bringing old customers back. The 
VollrathSafesmanisalways glad totell 
youaboutit . . . orwriteto us direct. 


Vollrath Stock Sheets correctly 
analyze your. needs 


Dealers who use our Stock Sheets 
never over-order and are never under- 
stocked. With them as a direct check 
onitemsthatare’ ‘selling,’ they know 
at a glance how little or how much 
new goods they need. Use this per- 
petual inventory as a guide to quick 
turnovers of your complete line. The 
Vollrath Salesman does the work for 
you. Ask him to explain how. 


OLR APy 
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Leonard Refrigerator 
nounces Simplification 
of Line 


Advance pages of the 1926-27 
nard Catalog reveal a number of new 
and interesting features in the new 


tors. Fewer models are shown, the | 
company announcing its purpose to | 
concentrate production on styles and 
sizes which have proved themselves 
best sellers in the market. 

Commenting on this new departure, 
A. H. Jaeger, sales manager of the 
Leonard Refrigerator Co., said: 
bringing about this simplification of 
the line, every practical requirement 
of the modern home is met, but with 
greater manufacturing efficiency. In- 
stead of carrying a production and 
warehouse problem that goes with 
great variety and number of models, 
we are now in a position to concentrate 
on the production of standard sizes 
which have proved most popular with 
dealers and users.” 

Mr. Jaeger added that jobbers, deal- 
ers and consumers all would benefit by 
this simplification. 


easily kept. It means a smaller stock 


investment and less storage of re- 
frigerators.”’ 
The new Leonard  All-Porcelain, 


Steel Klad and Oak Refrigerators will 
have a 2-inch compressed cork board 
insulation. The Oak models have flush 
doors and ends. The ash models have 
flush ends but will retain panel doors. 
Ice compartments are standardized to 
take the sizes of ice delivered to the 
home. 

The new Leonard Cleanable mudels, 
built extra strong and with extra-thick 


insulation, are offered by the makers | 


as ideal for use with electrical re- 


frigeration. 


unit as well as for use with ice. 


New McAdams Six-Volt 
Soldering Tool 
The J. C. McAdams Co., Long Island 
City, N. Y., has just brought out a 


novel type electric soldering tool de- 
signed to use the 





“In | 


“Stocks can more | 
easily be maintained and records more | 


ing the 
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generates enough heat to do the solder- 


for soldering, there is no danger of 


running down the battery. 


Leo- 


Besides its speed and economy, the 
manufacturer points out that the NU- 
WAY witn its thin carbon point is far 


b | more convenient than an ordinary iron 
line of Leonard Cleanable Refrigera- | 














They are equipped for | 
convenient installation of the electrical | 





current of an or- | 


dinary 6-v o lt 


radio or automo- | 


bile battery. The 
. device, known as 
the N U-WA Y, 
works on_ the 
same principle as 
spot welding ma- 
chine, and _ has 
the 
ture of heating 
up in an instant, 
during cold or 
rainy weather. 

In use, the tool 
is connected to 
one pole of the 
battery —or the 
house electric | 
light current may be tapped by means 
of a toy transformer. The object to be 
soldered is attached to the other pole, 








for soldering in narrow corners. 





/Hodell Tire Chain Sales and | 
Service Station 


A complete tire chain sales and ser- 
vice station unit that occupies only 
nine square feet of floor space is an- 
nounced by the Chain Products Com- 
pany, Cleveland, manufacturer of Ho- 
dell tire chains. 

The service station is a staunchly 
built steel cabinet combining storage 


space for a complete stock of continu- | 


SS 


a  <— C 


y 





ous ladder length tire chain in six 
widths—from which stock the service 
station operator can make a set of 
tire chains for any size tire in a few 
minutes. ‘“‘Ladder length stock” refers 
to continuous lengths of tire chain in 
which standard twisted link cross 
chains are assembled. Facilitating the 
work is a patented cutting tool which 
also opens and closes connecting hooks. 


|A rivet set that makes the attaching 


unusual fea- | 


even out of doors | | L j ag 
into specially designed shipping cases, 


of fasteners a half-minute job and 
specially designed anvil is also sup- 
plied. A newly designed patented one- 
piece fastener is provided. 

The ladder length tire chain stock is 
packed in a waterproof bag and then 


which when the tops are removed are 
slipped into the service station cabinet. 


_ The free end of the stock is hung on a 


hook bar just below the service station 
sign, and is then ready to be made 
into sets of tire chains. The six widths 
of stock form the permanent display. 

Bins are provided on the workbench 


side of the cabinet for fasteners, con- 


and when contact is made between the 


two the circuit is closed. 
WAY is equipped with a carbon point 
which acts as a resistance unit and 


The NU- | 


necting hooks and bags, and similar 
small bins at the front of the cabinet 
hold cross chains of each width of the 
chain. 


Troy, N. Y., 
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ing. As the tool draws power on!y dur- | Two New Thermometers 


few moments actually needed | 


Offered by Wilder-Pike 


The Wilder-Pike Thermometer Co., 
successor to Chas. Wilder 
Company of Troy, N. Y., manufac- 
turer of household thermometers, is of- 
fering two new numbers. They are de- 
'scribed as follows: 

| No. 4101—Weather- proof Window 
|'Thermometer. Made of white vitreous 


worm BRILLIANT ‘crvowers 








enamel with large black figures, which 
is impervious to rain and sun, the thing 
most desired in an outdoor thermom- 
eter. The figures can’t wash off. This 
instrument is 9% inches high by 2% 
inches wide. 

No. 3105—“Brilliant” All Metal Easy 
Reading Thermometer. The frame is 














metal, scale white enameled with blue 
figures, tube red liquid magnified. Half 
dozen assorted colors—gold, green, 
violet, silver, copper and blue—mounted 
on an attractive counter display with 
easel. Meets the demand for bright 
colors. 


Model 39 Ejector 
Improved 


An important improvement just made 
in the Marlin Model 39 lever action .22 
caliber repeating rifle is shown in an 
accompanying illustration. The new 
ejector is an improvement only in that 
this facilitates cleaning the rifle after 
firing. The design of the ejector is ex- 
actly the same as heretofore, there be- 
ing no improvement possible so far as 
the functioning of the ejector was con- 





Marlin’s 























cerned. The improvement consists in 
introduction of a lock, with which the 
ejector wing is easily and quickly 
locked in its seat, to facilitate cleaning 
the rifle from the breech. 

The new lock is a rivet with a screw 





head, one side of the head being cut 
away. When set with the latter across 
the point of the ejector wing the ejector 
functions in the regular way. To lock 
in closed position for cleaning the ejec- 
tor wing is first depressed, then turn- 
ing the screw-headed lock part way 
around locks the ejector wing out of 
the way of the cleaning rod. 





Reading matter continued on page 74 
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Elwel Elwel 
Machine i Machine Chain Truck Chain 
Twist Link Link Twist Link Straight Link Twist Link 
No. 2-0 Chain No. 5-0 No. 7-0 No. 8-0 


Meeting Every Chain Demand 
of Every Locality 


Chain demands vary according to local conditions. us advise with you regarding your needs and the 
But whether you sell dog chains, cow ties, dredge best methods of merchandising chains. We'll help 
chain or stud link anchor chain, there’s an “ACCO” you make “ACCO” chains one of the most profitable 
product that exactly meets the needs of your lines you handle. 


customers. 


AMERICAN CHAIN COMPANY, Inc. 


Bridgeport, Connecticut 
In Canada: 
Dominion Chain Company, Limited, Niagara Falls, Ontario 
District Sales Offices: 
Boston, Chicago, New York, Philadelphia, Pittsburgh, San Francisco 
World’s Largest Manufacturers of Welded and Weldless Chains 
CHAIN COMPANY, ing, for all Purposes and Makere of the Famous WEED 
business Automobile Accessories. 





The five chains illustrated above are among 
the thousands of types and sizes manufactured 
by the American Chain Company. 





You know your local chain market. Stock 
popular sellers. Standardize on one line. Let 
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“ACCO” Chain Specialties — 


Made by the Makers of the Famous WEED TIRE CHAINS 
vo) IN 





74 


HARDWARE AGE 























DGCROCCERECCRERCEAAACEE TEM 



























= 
Zz 
Z 
a i ioe 
BFE = 
2az 2222 
oe 
FCEEA zZ 
2A Z 2B? 7 
BA2A2 2222 
B22 2 #2 
=-2242 2 ”™~ Zz 
Se 22. ZB = 
Z2aoa Z 
i Z 
z= 


o 
pment 


= 
3 





e) air 
Au OmaticC 






t 


with Fafnir Ball Bearings 


complete the group of Blair lawn- 
Q mowers with famous makes of 
bearings, we are now offering the 


Automatic line with the well-known Fafnir 
Ball Bearings, automatically adjusted. 

This skeleton frame, open wheel machine 
is light in weight yet strongly built to give 
long and satisfactory service. 

The addition of Fafnir bearings—(called 
the most perfect bearings ever made)—gives 
additional assurance that the machine will 
run easily and cut perfectly. 








Those who have carried the Automatic 
Line in the past will be interested to know 
that we are absorbing the extra cost of the 
Fafnir Ball Bearings. 


You will also want these 
standard Blair models. 


HERCULES PILGRIM 
UNIVERSAL YANKEE 


Blair Manufacturing Company 
Est. 1879 Springfield, Mass. 
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An Example of Progressiveness 


(Continued from page 39) 


not necessarily a large stock of unusual sizes, but have 
at least one of each in stock; when it is sold order an- 
other one immediately. Always be ready to say ‘we 
have it, when a customer asks for a size that he has 
tried a garage for and failed.” 

Mr. Beatty has three fundamentals which he be- 
lieves are indispensable to the success of hardware re- 
tailing. They are, first get volume, and the only way 
to get volume is to make prominent in your store and 
in your advertising the kind and grade of merchandise 
which is in every day demand in the average family; 
second, keep your stock down, keep what your trade 
wants, but buy in smaller quantities and increase the 
number of lines you handle so as to have a large variety 
of goods; third, trim expenses, every item of your ex- 
pense account, even the most petty, must be put under 
the microscope and forced to the very lowest point. 

In spite of all the time and energy that Hobart Beatty 
puts into his own business he has always seemed to 
find plenty of time to devote to other interests, and he 
has been particularly unselfish in his activities in the 
national and state hardware associations, Ever since 
he entered the hardware field he has been interested 
in association work, and in 1917 he was made a direc- 
tor of the Illinois Retail Hardware Association and two 
years later was elected vice-president. In 1920 and 
again in 1921 he served as president and is at present 
a member of the advisory board of the state organiza- 
tion. In 1920 he was elected to the board of directors 
of the national body at its convention held in Buffalo, 
and became vice-president at the Philadelphia conven- 
tion last year, and was accorded the highest honor of 
the organization at the Indianapolis convention last 


June. 





A special grain market news service, giving sales 
prices of the various types of wheat, is to be furnished 
to Montana farmers by the Minneapolis Office of the 
Bureau of Agricultural Economics. The service may 
be extended later to other States. Montana farmers 
frequently have high protein wheat which commands 
a premium on the market, and it is important that 
they be advised quickly on prices for these types. 

Merchants also need quick price information at 
regular weekly intervals. That’s the reason HARD- 
WARE AGE publishes its weekly market reports. 





According to the Bureau of Labor Statistics of the 
Department of Commerce the average cost of living in 
thirty-two cities of the United States increased 74.8 
per cent from December, 1914, to June, 1926. 





Nearly seventeen billion postage stamps, ranging 
in value from one cent to five dollars each, were 
printed by the U. S. Bureau of Engraving and Print- 
ing during the fiscal year which ended June 30, 1926. 
Evidently radio isn’t the only wireless method of 
communication in this country. 
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Making Window Displays 
Work Inside and Outside 





—— 
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S. HALL, displayman for the Idaho Hardware 

e and Plumbing Co., Ltd., Boise, Idaho, is respon- 

sible for this splendid and unusual window display on 

fishing tackle. He made the oil color background and 

designed the circular slab for displaying the merchan- 

dise. This display was successful in bringing in the 
anglers. Mr. Hall comments on this window, saying: 

“We are well sold on the floor slab shown in this dis- 
play for showing fish rods. In this setting twenty rods 
are displayed, all to fine advantage—all but one or two 
are readily distinguished in the reproduction. The slab 
is in two sections, the front portion being 46 incnes 
and the rear one 32 inches. This totals six and one half 
feet in depth which will accommodate the handle and 
first joint of a 9% foot rod. The two tip joints lie one 
on either side of the handle. 

“This plan renders a showing of rods clean cut and 
distinct and capable of close and satisfactory examina- 
tion from the side walk. Parked in the spaces between 
the rods—reels, lines, flies, spinners, etc., make a very 
symmetrical display—pleasing to the eye and by graduat- 
ing the prices and qualities the observer readily makes 
comparisons. More than that, he often selects items he 
wants from the outside. 

“The intervening space of about a foot between the 
background and the sloping floor panel is used for a 
showing of creels, landing nets, vac-jugs, jars of bait, 
etc., as will be noted. The open spaces around the floor 
panel were used to show related lines—camp stoves, 
refrigerator baskets, canteens, bait and tackle boxes, 
minnow buckets, vacuum ice cream freezers, etc. This 
treatment added much strength not shown in this photo. 
The tackle display was maintained double our usual time 
allowance and even then removed with reluctance, so 
well was it received.” 





An automobile isn’t the only thing that needs shock 


absorbers these days. 
* ¥* x 


It isn’t always the man who gives credit who de- 
serves credit. 
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ARCADE 
TOYS 


—bring more sales for live 
hardware dealers everywhere 








McCormick- 
Deering 
Toy Tractor 
and Plow 





A Selling 
Toy 
Combination 
on Any 
Sales Counter! 
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COACH 


TOY YELLOW PARLOR 


Why not conduct a profitable toy busi- 
ness twelve months out of every year? 
This is not an idle question—it has been 
the experience of other live hardware 
dealers. There is a steady demand for 
Arcade Toys right through the year. 
And the dealers who recognize the de- 
mands of childhood and cater to them 
with these worthwhile toys, are realizing 
a steady profit. Arcade Cast Iron Toys 
are sturdily built, and beautifully fin- 
ished in bright and lasting colors. Write 
us for catalog. : 










Ask your Jobber for prices 


Arcade Manufacturing Co. 
Freeport, Illinois 
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2505 North Keeler Ave., 





SHAKEPROOF |... 
Lock Washer Company | °°:'*« 








2501 North Keeler Avenue 








CHICAGO 
Retarn Postage Guaranteed 


PRODUCTION MANAGER 
| Midwest Mfg. Co. 
| Chicago, Ill. 


Type ii Type 15 Type 12 
External Cowntey sent Internal 
+. i 
a 
Type 20 
Locking Wire Terminal 


SIZES UP TO 1% INCHES 





BUBH BOViISOd 129uVd 


The Bag Has a String—But There’s 


No String to This Offer 


lf you write today—and simply say— 
“Send the little white bag our way’— 











ree Shakeproof samples you'll shortly get— 


The best lock washer you've ever tried yet. 


Shakeproof — spreadproof — tang 
Sizes up to 1 


Shakeproof Lock Washer Company 


leproof and rustproof 
a 


Chicago, Illinois 
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Books 


(Continued from page 45) 





I have acknowledged the letter of my Canadian friend 
and have advised him to order Dr. Eliot’s Five-Foot 


Shelf of Books, published by 


The P. F. Collier & Son Company, 
250 Park Avenue, 
New York City. 


Dr. Eliot probably was as well equipped as any man 
in the world to select a set of books, the reading of 
which would give a man a liberal education. From all 
the literature of the world, Dr. Eliot has selected this 
lot of books that just fills a small shelf. I print this 
letter from this hardware man in Canada and I tell of 
my reply because no doubt there are many other young 
men who are seeking to increase their happiness and 
enlarge their vision by the reading of good books. 


+ *% % 


Several of my correspondents have recently written 
about Count Keyserling’s “Travel Diary of a Philoso- 
pher.” Count Keyserling has had an interesting ex- 
perience. He is a nobleman. He had an estate in 
Russia. He was brought up with a silver spoon in his 
mouth. He was highly educated. He took courses in 
the colleges of Germany, Austria and England. He 
lived in France. He wrote for the papers. Then, when 
the Revolution came, he lost his estate. He was up 
against absolute poverty. He had to write in earnest 
for a living. After a while he inherited his father’s 
estate. Again he was in easy circumstances. 


* * * 


Now, Count Keyserling observed that as men ap- 
proached middle age, their minds “‘settle.”” He felt that 
his mind was settling. He believed that crystallization 
of one’s ideas should be postponed as long as possible. 
His method of postponing this crystallization process 
in himself was to start out and travel. His idea was 
that his mind would be awakened by contact with life, 
so Count Keyserling traveled and wrote. 


* * * 


When his book, after many vicissitudes, was finally 
published in Germany, he had no idea it would be a suc- 
cess. He said that his book was too far ahead of the age. 
He did not believe that the mass of the people would ap- 
preciate his philosophical writings. Very much to his 
surprise and the surprise of his publishers, “The Travel 
Diary of a Philosopher” became one of the great sellers 
in Germany. It has suddenly gained its way in other 
European countries. Now it is selling here in the 
United States and is being discussed by book lovers all 


over the country. 
* % % 


So I jauntily wrote to Messrs. Brentano’s, Inc., to 
send me a copy. I wished to see what they were all 
talking about. I received two thick, heavy volumes in 
a pasteboard box, with a bill for $10. Count Keyserling 
comes high! I have read the introduction. I have 
dipped into the books just here and there. There is no 
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similarity between this travel diary and a Baedeker 
guidebook. Count Keyserling goes into the minutest 
details about some of his observations in the various 
countries he visits and then he wanders off into a phil- 
osophical discussion of these things. However, I am 
not yet prepared to report on these books. I am on the 
way. I am following Count Keyserling in his attempt 


to stop the settling of his mind. Possibly it may help 


stop the crystallization of my own! 


* *% % 


Have you ever noticed, when you have a certain 
thought, that things are constantly turning up which 
have a bearing on this one idea? It is like seeing some 
new name. When you first see it, you say—‘“I have 
never seen that name before.” Then, after that, at 
every turn, you see this name. 


cas * *% 


Just about the time I received the letter from Mr. 
Nichols, commenting on the very few readers of keen 
discrimination there are, I happened to be reading the 
English edition of Wells’ “Outline of History.”’” I mean 
the edition in one volume. 
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On page 170, Wells describes | 


Athens at the height of her glory. Pericles was then | 


the leading man in Athens. 
peace. 
states. These states had taxed themselves to provide a 
war chest in case of war with Persia. Pericles ar- 
ranged a treaty with Persia. Then, without consulting 
the contributors to the war chest, Pericles proceeded to 
take the money to build Athens. Never has there been 
such building or such statuary in the world before or 


since that date. 
* %& * 


In his “Outline of History,” however, Wells discusses | 


the very question of the average intelligence of the 
Athenians at the time of the greatest glory of Athens. 
He states that the rank and file, when it came to their 
mental measurements, were a poor lot. The glory of 
Greece was due to a few men—Pericles, Socrates, Plato, 
Aristotle, Phidias and a handful of others. 


* * * 


The Athenian proletariat soon became used to their 
beautiful buildings. Then they started trouble. They 
were narrow, bigoted, intolerant and jealous. They 
compelled Socrates to drink hemlock. They banished 
Phidias. It was the old story—inferiority simply can 
not stand superiority. Our good friend Mr. Nichols 
should not be discouraged. He should just read history. 
The other day I read the statement in a paper that the 
actual book-reading public of the British Empire could 
all be assembled in St. Paul’s Cathedral and there would 
be plenty of room for everybody, with some room to 
spare! 

* * % 
“There is no frigate like a book 
To take us lands away.” 





The man who sings his own praises, usually has the 
right tune but the wrong words. 
* x *% 


Keeping close to the business grindstone will 
sharpen up dull seasons. 


There were forty years of | 
Pericles had formed a combination of Greek | 





| 
| 
| 
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\ Nelf ‘advertising 


The very attractiveness of the CLOVER Brand Flint 
Sandpaper package dominates your shelves, makes it 
self-advertising, and assures rapid turnover. 

Flint so hard and so sharp it cuts to the quick. Grit 

’ . ' ‘ 

glued on so firmly you can’t rub it off. Paper that with- 
stands hardest friction. No spoiled sheets. No mixing 
of grades. All one quality. 


CLOVER Sandpaper is “As good as CLOVER Grind- 
ing Compound.” 


If your jobber cannot supply you, we will ship direct 
and prepay charges. Samples on request. 


Clover Manufacturing Co. 
110 Main St., Norwalk, Conn., U. S. A. 


The Largest and Oldest Manufacturers 
of Abrasive Compound in the World 


The Ream unit Eight grades, 


package for No. 2-0 to 
large users. No. 3, Stand- 
Can be re- ard 9” x 11” 
shipped and 8%” x 
without 10,” 
repacking. Sheets. 





Clover Dealers Get Clover Business Service Free 
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Hints for Your Protection Against Shoplifters and 
Check Passers 


VERY mercantile firm suffers some loss through 
K shoplifting and even the most cautious mer- 
chant will at odd times be defrauded by the check 

passer, with the glib tongue, plausible story, apparent 

respectability but worthless check. In the August issue 

of Personal Efficiency, a few pointers for merchants on 

protection against shoplifters and check passers were 

given. From these we have clipped the following: 

—Keep wide, clear aisles. 

—Do not allow sections of the store to be shut from 
view by display racks. 

—Eliminate tables stacked high with merchandise. 

—Never leave the store vacant as an accommodation to 
a customer. 

—Show the prospective buyer one article at a time. 

—Keep the goods in display windows from being easily 
examined. 

—Place the article you have been showing back in stock 
before getting an item from another part of the store. 

—Do not leave articles on the counter when you turn 
to take something from a high shelf. 

—Make a careful notation of the luggage or bundles 
carried by a new customer. 

—Do not allow the carrier of an old traveling bag to 
examine a new stock of luggage at leisure. 

—Keep your store well lighted. 

—Do not allow “stock” ruses to draw your attention 


from unprotected goods. 


—Check your sales slip with the number of articles you 
have shown before the customer leaves. 

—Do not allow a customer to carry goods out the door 
for inspection in daylight. 

—Keep more detailed stock records. 

—Make the salespeople responsible for reporting irreg- 
ularities in customer dealings immediately. 

—Check the slips of individual sales people against the 
stock record frequently. 

—Do not depend on the appearance of a check. 

—Look up the issuing firm in Dun and Bradstreet. 

—Do not cash checks written in pengil. 

—See that all spaces are filled in. 

—Never cash a stranger’s check without indorsement 
which you have positively verified. 

—Do not cash checks on which erasures have been made. 

—Never sign blank checks. 

—Leave no cancelled vouchers where they may be easily 
taken. 

—Keep your check books locked up. 

—-Be careful where you exhibit your banking signature. 

—Watch checks which apparently bear the maker’s 
OQ. K. or other form of approval. 

—Beware the magic word “certified.” 

—Write “for deposit only’”’ on checks which you intend 
to deposit. 

—Do not depend on apparent protection by mechanical 


check protectors. 





Better Wire 


buffalo on it. 





a — —_ is 
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<< 518 Terrace 








This Yellow ‘Tag Means 


Better wire, more satisfied customers, bigger as 
business—these are the reasons why you should 
sell the wire cloth with the yellow tag, and 


The careful weave and thorough galvanizing of 
“Buffalo” wire are the results of over fifty years’ 
experience in the wire products field. Cloth 


Its varied uses assure rapid sales and many 
avenues of profit. 
Catalog No. 8-A.B. mailed gratis. 


Buffalo Wire Works Co., Inc. 


(Formerly Scheeler’s Sons) Established 1869 


BLEOWTBE 


Cloth—— £ ® % 
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BUFFALO WIRE WORKS CO. 
MADE 1 
BUFFALO, 











Buffalo, N. Y. 
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Easy Money Schemes That Mulct Business Men 


How to Identify the Devices That Trade Upon the Good 
Names of Charity and Advertising 


By Jesse H. Neal 


Executive Secretary, The Associated Business Papers, Inc. 


66 DVERTISING, oh advertising, the sins that are 

committed in thy name,” a paraphrase, of course, 
but just as true as the original quotation. Neither is 
the use of the word “sin” inappropriate because money 
spent for advertising which is not advertising is a sheer 
waste, and any deliberate waste of wealth is generally 
regarded as sinful. 

No one wants to waste money for advertising or any- 
thing else, but the difficulty is to detect the shams, to 
see through the clever disguises adopted by those who 
trade upon the good name of advertising. Incidentally, 
advertising claims no special distinction in this respect. 
Every great truth, every great discovery, has its camp 
followers, its hangers-on. Every successful product 
has its imitators. Imitation appears to be one of the 
penalties as well as one of the tributes of success. Think 
of the medical frauds that are perpetrated in the name 
of electricity, of the innumerable preparations that are 
alleged to contain “vitamines.” Unfortunately, too many 
of the schemes, as to the character of which there can 
be no question, are presented in such a way as to make 
rejection difficult. 


No man in business seems to be immune from ap- 
proach by one or more of the schemes that are self- 
christened “advertising.” The smallest retailer as well 
as the largest manufacturer is confronted with the 
problem of discriminating between the genuine and the 
spurious. Here are just a few of the schemes that an- 
nually take from American business millions of dollars, 
which are wrongly charged to “advertising.” 

Charity solicitations—where they ask for a straight 
contribution which is charged to advertising. Also pro- 
grams, annuals or other publications where space is sold 
for the benefit presumably of some charity. The Chi- 
cago Association of Commerce has adopted an excellent 
slogan applicable to such casés—‘“‘Do not advertise to 
help a worthy cause—donate to help a worthy cause— 
advertise to help your business.” 

Fake directories.—There are many useful trade direc- 
tories that serve a good purpose, but there are also a 
few out and out swindles. One such outfit in New York 
was recently broken up and the principals sent to Sing 
Sing. 

Benefit performances—for which the business man is 





The beautiful designs and handsome finish ap- 
peal to every woman. The fact that RINCCO Bath- 
room Fixtures are made from long wearing brass 
appeals to every thrifty buyer. A line that offers 
good appearance, long service and wide variety 
is a line that is certain to sell and sell rapidly. 


New York, 2 Hudson St. 
San Francisco, 116 New Montgomery St. 








Beautiful Designs— Heavy Brass—Brilliant Nickel 


NGC 





Bathroom Fixtures 





AMERICAN RING COMPANY, Waterbury, Conn., U. S. A. 


BRANCH OFFICES: 


The RINGS Line meets every requirement, there 
are over 300 different items to select from. 


Send for a copy of the RINGC® Catalog and you'll 


see why these up-to-date fixtures are in demand. 


Chicago, No. 29 E. Madison St. 
Boston, No. 170 Summer St. 
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A Statement of Fact 


You may shout from the housetops to all 
the burglary insurance companies, telling 
them what a marvelous article of protection 
you have. That means relatively nothing. 


3ut when every single one of them volun- 
tarily states in writing what a wonderful 
article of protection you have, that is 


A Whale of a Statement 


We should be glad to mail you a bound book, 
containing fac-simile letters showing just how 
Burglary Insurance Companies consider the KEIL 
Double Rotary Bolt Jimmy and Saw-Proof Lock. 


Originality is the source of contentment. 


SELL THE KEIL! 


FRANCIS KEIL & SON, INC. 
401-425 East 163rd Street. 
1876—1926 New York, N. Y. 























“The Real Fast-Seller Line” 


REICHARD’S 


MAGIC WEEDERS 


with SPRING TOOTH 








The first glance at a “Reichard” tells its 
story. It is strong, well-constructed— 
“double-purpose” tool. Reichard Magic 
Weeders are ready to use—just half the 
labor with far better results. Write 
Reichard for data—nine models with big 
profits. 


F. H. REICHARD MBG. CO. 
Bangor, Pa. 
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asked to buy tickets and to take space in the program. 
A certain amount of polite coercion is exercised in 
nearly all of these cases, and when the victim succumbs, 
the bookkeeper gets another item to be charged to “ad- 
vertising.”’ 

Church bazaars—that operate with donated merchan- 
dise from manufacturers or retailers. The alleged ad- 
vertising value of such donations is very slight. Better 
advertising and more of it could be bought in legitimate 
ways with the money put into donations. 

Souvenir programs or society annuals—nearly al- 
ways sold through threats of a business boycott. The 
“advertising” value of these mediums may be set down 
as zero, but the cost goes on the ledger under advertis- 
ing. 

Picnic and dance programs—gotten out by organiza- 
tions that are in a position to use blackjack methods to 
compel a favorable response to their demands. It is all 
called “advertising.” 

Propaganda—where space is sold for the alleged pur- 
pose of promoting a “movement” designed to make us all 
good Americans or to defeat the menace of bolshevism 
or something else. Perhaps it’s all right, but it’s not 
advertising. 

Programs and books for fraudulent organizations— 
sometimes the organization exists only in the mind of 
the solicitor. 

These are but a few of the many schemes that make 
unsightly nicks in advertising appropriations, and that 
unfortunately lead to a wrong conception of legitimate 
advertising which, unquestionably, is one of the greatest 
economic forces in present-day business. 

In another article we shall endeavor to point out ways 
of recognizing the unworthy advertising schemes and 
the methods of resisting them which have proved effi- 
cacious. 





Instalments or Cash? 


(Continued from page 40) 





pected income for the future is entirely pledged for 
today’s needs or imaginary wants—what will happen 
when the extra demands of tomorrow are upon us? He 
is an unwise man who does not first sit down and figure 
the cost. 

When even ordinary needs are to be met—say it is 
some item in the hardware field—if the hardware mer- 
chant desires the business he has to carry the account. 
Not being a banker, where a merchant is called upon to 
render this service he too should charge extra—if for no 
other reason than to make cash payment inviting to 
his trade—by having a better price for the man who 
pays cash than for the one who expects to pay in the 
future (sometimes indefinite). | 

Despite the seeming popularity of partial payments 
every manufacturer, jobber and dealer likes best of all 
to do business with the discounter. Many things can be 
overlooked if a man pays his bills promptly. 

Cash payment caters to self-sacrifice—partial pay- 
ments to self-indulgence. 
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Keep Fishin 
I SOMERS was the durndest cuss 
Fer ketchin’ fish—he sure was great! 
He never used to make no fuss 
About the kind of pole er bait, 
Er weather, neither; he’d just say, 
“I got to ketch a mess today.” 
An’ towards the creek you’d see him slide, 
A-whistlin’ soft an’ walkin’ wide. 
I says one day to Hi, says I, 
“How do you always ketch ’em,.Hi?”’ 
He give his bait another swish in 
An’ chucklin’, says, “‘I jest keep fishin’.”’ 


Hi took to reading law at night 
An’, pretty soon, the first we knowed, 
He had a lawsuit, won his fight, 
An’ was a lawyer! I’ll be blowed! 
He knowed more law than Squire McKnab! 
An’ tho he had no “gift of gab” 
To brag about, somehow he made 
A sober sort of talk that played 
The mischief with the other side. 
One day when someone asked if Hi’d 
Explain how he got in condishin’. 
He laughed an’ said, “I jest kept fishin’!” 


Well, Hi is Gov’nor Somers now, 
A big man ’round the State, you bet! 
To me the same old Hi somehow, 
The same old champeen fisher yet. 
It wa’n’t so much the bait er pole, 
It wa’n’t so much the fishin’ hole, 
That won for Hi his big success; 
’Twas jest his fishin’ on, I guess. 
A cheerful, stiddy, hopeful kind 
Of keepin’ at it—don’t you mind? 
An’ that is why I can’t help wishin’ 
That more of us would jest keep fishin’! 


—Ray Clarke Rose, in “The Vagabond.” 





Nothing is more contemptible, more utterly foolish 
than the self-satisfied, exultant smile on the face of a 
merchant who has just learned that his competitor faces 
failure. The failing of a competitor may for a time 
have a favorable effect on the business of a rival, but 


eventually failures communicate themselves to the nerve 
centers of a community’s commercial life and produce | 
The prosperity of one is the prosperity | 


other failures. 
of all. 





Worry is part of your overhead that can be decreased 
at will. 





Many a man who wouldn’t steal a dollar on a bet, 
will pilfer his employer’s time and think nothing of it. 





Old Man Overhead never takes a vacation. 
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Every FORD 
Motorist Is — 
A Prospect 


A 10” COES Steel-Handle 
Wrench will fit every nut 
on a FORD car. 


Most every Ford owner 
had rather buy one COES 
Wrench than a kit of 
sockets. 


Tell them about this 10” 
COES and you'll make 
many sales to FORD own- 
ers. Other sizes, 6” to 21”. 
Your Jobber will supply 
you. 


COES WRENCH. CO. 


“In Business Since 1841” 


Mass. 


Worcester 

























Selling Agents: 

J. C. MeCARTY @. COs &. cc cee. 29 Murray Street, New York 

JOHN H. GRAHAM & CO...... 113 Chambers St., New York 

FENWICK FRERES......... 8 Rue de Rocroy, Paris, France 
e* ACME” The ball-bear- 
Casters roll ing feature dis- 
smoothly and tinguishes 
. ee ” 
quietly. ACMES”. 


—— 





= Yl 


BA re 


BEARING 
CASTERS 


This caster cannot mar or scratch the floor 
surface, nor disturb rugs and floor covering. 
Roll ’em on your hand or the counter and the 
sale is made. 


THE SCHATZ Mfg. C Co. Poughkeepsie, N. Y. 


AGENTS: J. C. McCarty & Co. 29 Murray St., New York City 
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“Roll along on Acmes~ 
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NORTON 


W | RE All meshes, all widths, 


SCREEN CLOTH 


Painstaking care makes 
“Established 52 Years’’ 


our Screen Cloth wear. 
Norton Iron Works, Ashland, Ky. 
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An EXPANSION SHELL 


With a Sure-Dependable Hold 
Superior advantages: 

(1) It gripe at the bottom of the hole by 
(2) ~~ ite jaws in the sides of the 


(3) —_ 3 : 





+ ———— Laboratory 
until the bolt or the material 

into which it is placed breaks. 

(4) a properly set it will not come 


oose 
(5) Quickly installed. 
Overcomes these disadvantages: 
(1) It is NOT a friction hold. 
(2) No waste from broken or misfitting 


(3) Vibration does NOT affect it. 
Made in two types 


or 15 sizes of bolts. 

Practical in any Solid Material. 

A trial order for testing will soon con- 
vince you. 

Samples on request -No charge. Send for Bulletin No. 55. 

THE PAINE COMPANY 

2951 Carroll Ave. 
33 Warren St. 





Chicago, Ill. 
New York City, N. Y. 











Osborne High Grade Punches 





Arch Punches 
Revolving Punches 


varied and attractive line for the Hardware Trade. Alse: 
and Upholsterers’ and 


Belt Punches 
Somes Punches 
Trimmers’ Piumbers’ 


Roath Workers’, 
Tools. 
a | your customers, as well as cur 


The above tools will 
famous Round and Oval 
Remember we have had ninety-nine years of successful manv- 
facturing experience, employ only skilled workmen and use tho 
finest quality of materials. 
We stand beck of every tool we make. Try us. 
Write for Cateleg 
Cc, 8. OSRORWE a Cco.. WE WARK, N. J. 
ESTABLISHED 1826 
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Dripping Water 


VERY one knows the story 
about the water which wore 
away the stone though it fell only 
drop by drop. And it is much the 
same with most selling efforts in 
the face of sales-resistance. 

The sales department of one of 
our largest oil and gasoline com- 
panies found that not more than 48.2 per cent of its 
possible prospective customers were being called upon 
even once by any of its salesmen and no more than 1 
per cent of them were being sold on the first call; that 
these salesmen called on only 24.4 per cent of this com- 
pany’s prospects a second time, landing initial orders 
from 11% per cent of them, a slightly higher percentage; 
that 14.6 per cent were seen a third time, producing 242 
per cent on orders; and that fourth calls were made on 
12.7 per cent producing—now brace yourself here—in- 
itial orders 95 per cent of the time. In other words, 1 
14%, 2% and 95 was the relative worth of the first, 
second, third and fourth calls. And yet fully 51.8 per 
cent of this company’s prospects were not being called 
upon at all, who might be expected to produce as good 
results on the fourth call. 

Of course, we are not all sending out salesmen to call 
upon our prospects, though it is a fact worthy of note 
in passing that more and more retailers are now con- 
ducting house-to-house and office-to-office campaigns 
in their communities. But whether we are or not, it 
is undoubtedly true that the same principle of the drip- 
ping water applies to any and every kind of selling 
effort. 

Do you advertise in the local papers? Neither the 
first nor even the tenth piece of copy can be expected 
to produce really big results. The advertisers who are 
getting the most out of advertising are those who have 
built up good will through long continuity of advertis- 
ing. And exactly the same relative thing is true of good 
window displays or selling over the counter or anything 
else which goes to make up good merchandising. We 
must expect and be prepared for disproportionate re- 
sults from initial efforts. That is why sufficient capital 
to really swing any business is necessary before start- 
ing. The Campbell Soup Company said very rightly in 
its house-organ the other day: “Examine any of the 
great advertising successes and you will find that all of 
them have been based upon the bed-rock of character— 
consistent, insistent and persistent—in striving for a 
definite goal over a period of many years.” Keep the 
drops dripping! 








A mailing list is more than a catalog of names. It 
gets out of date about as quick as a woman’s dress, 
and when out of date its productive qualities dwindle 


rapidly. 





The difference between the Go-getter and the little 
doer is chiefly a state of mind. It is the difference 
between an active brain and a passive one. 
your brain active. 


Keep 
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Devices for Tipping Barrels 
and Cleaning Bolt Threads 


NE of our good Canadian friends, Harry Moore of 
Montreal, has sent us two ideas which should 
interest hardware merchants. The pictures show a 
bolt thread cleaner and a simple device for tipping 
barrels. The bolt thread cleaner was the result of a 
study on time saving on this job. Harry Moore makes 
the following explanation: 
“The device is comprised of three pieces, a solid flat 
base, a single upright piece of sheet metal secured to 





the base in the center and a doubled piece of the same 
material fitting over the first piece. 

“In the center of the top, a ‘V’ is cut and the edges 
nicked to make a rough surface. The second piece of 
doubled sheet metal has both ends turned out slightly at 
right angles as shown. 

“When a bolt with clogged threads is placed in the 
“VV,” the doubled piece is pressed against it. The 
other hand is used to turn the bolt which is soon cleared 
of scale as it progresses through the roughened edges 
of the ‘V’. 

The barrel tipping device which enables you to tip a 
heavy barrel on its side so that it may be rolled along 
the floor saves energy and prevents crushing the feet. 
Of this device Mr. Moore writes: 

“This is a home made tool made out of three quarter 
bar, which a blacksmith bent double, spreading the 
ends out to form a ‘V’. To reinforce this part a piece 
of pipe was driven on tightly. A length of rope is 
secured as shown, leaving a loop to throw over the 
barrel, so that when the ‘V’ rod is pulled the barrel 
comes over on its side resting on the ‘V.’ A block of 
wood prevents the hands from being nipped between the 
floor and the device. The block of wood is placed just 
behind the barrel, and may be any available size.” 





A hardware merchant in the Northwest has this 
slogan in his window: “Don’t Pass Us—Buy!” Not 


so bad! 
%& ¥* & 


A wise merchant is he who can correctly judge the 
time when a luxury becomes a necessity. 








Style B ; 


CAROLUS CUTTERS ‘ 


The Style B is the regular Bolt Cutter with the added 
End Cut making a 2 in 1 Tool. Carolus also offers Style N, 
Straight and End Cut with Nut Splitter. Steel Plates hold 
Jaws rigid. Made in SIX SIZES and THREE STYLES. 
Buy the Best. These Tools are Time Savers. 

If your Jobber cannot supply you, write us direct for Litera- 
ture and Prices. 


CAROLUS MFG. CO. Sterling, IIl. 
Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 

















_Most convenient wrench made for general use. Com- 
bines Adjustable “S” Wrench with Nut Wrench in a 
practical way. 

Gets into and out of places where a Monkey Wrench 
cannot be used. Forged-steel jaw. Malleable handle. 
6 sizes: 4 to 14 in. Write for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 
Sales Representatives—Surpless, Dunn & Co. 
New York Chicago 











A FULLY RODDED VARNISHED 


STEP-STOOL 


AT $7.50 PER DOZEN 
a 
A FULLY RODDED 


STEP-LADDER 


WITH RIVETED TOP, a rod At 
18c. PER FT. IN 3, 4 , 5 and 6 ft. 








ABOVE PRICES ALL F.0O.B. FACTORY 


STERLING STOOL & STEP-LADDER CO. 
STERLING, ILLINOIS 

















M. S. Brooks & Sons 


CHESTER, CONN. 
Since 1848 


SCREW EYES 








Mfrs. W e 
of Bright specialize 
Iron and in Special 
Brass Wire Wire Goods 
Goods Made to Order 
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Have You Heard “ 
This One< 
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We sell as we think. 
Ay taker 


dirges and funerals. 


Only an under- 
can afford to think in terms of 





oo 
( 








A dark nite— 
A lonely road— 
A clog in the carburetor— 
And they waste a beginning like that 


on an automobile battery advertise- 


ment !— 


Employer (sternly): “There are two 
dimes missing from my desk, and only 
you and I have a key. What about it?” 

Office Boy: “Well, sir, let’s pay a 
dime each and say nothing about it.” 


* * «* 


He had spoken to her on the street 
and she was properly insulted. 

“T don’t know you from Adam!” she 
exclaimed, indignantly. 

“You ought,” he retorted, mildly. 
“I’m dressed different.” 


* * * 


“Have any of your childhood hopes 
been realized?” 

“Yes. When mother used to comb 
my hair I wished that I didn’t have 
any. 


This life is all a fleeting show, 
And no wise man regrets it. 
Man wants but little here below, 

And generally he gets it. 


* » ~ 


A Scotsman had been promised a 
present of a new hat. 

Before it was bought the donor called 
and asked: ‘‘Would you rather have 
a felt or a straw hat, McPherson?” 

“Weel,” said the latter, “I think Ill 
take a straw one. Maybe it will be a 
mouthful for the coo when I’m done 
wi’ it.” 

+ * ~ 


Customer: “I was told to buy either 
a casserole or a camisole, and I can’t 
remember which.” 

Clerk: “Ah! Is the chicken dead or 


alive?”—Whiz Bang. 


“T see you have a sign in your store. 
‘We Aim to Please,’”’’ remarked the 
irritated customer. 

“Certainly,” replied the proprietor, 
“that is our motto.” 

“Well,” retorted the I. C., “you ought 
to take a little time off for target 
practice.” 


K * a” 
Itinerant Gardener (with large 
shears)—‘“‘Morning, mum—trim your 





grass, mum?” 
“No, thank you.” 
“Clip your bushes, mum?”’ 
“No 9? 
“Bob your hair, mum?” 


a ca * 
Professor (after hour’s dissertation 


on Egyptian archeology)—‘“Does any- 
one care to ask any questions?” 


Voice in back of room—‘“Just one 
question, professor. In your opinion, 
what is clam’ digging—fishing or 


agriculture?” 
* * ~ 


“You deceived me be- 
You told’me you 


Mrs. Naggs: 
fore I married you. 
were well off.” 

Naggs: “So I was—but I didn’t 


know it.” 
* ” * 


Jones—“So you bought a _ wireless 
set, hoping it would keep your children 
home in the evening?” 

Jinks—“Yes. Now they don’t go 
out until the announcer says ‘Good 
Night.’ ” 


* * * 


Officer (just bawled out): “Not a 


in this division will be given 


man 
liberty this afternoon.” 

Voice: “Give me liberty or give me 
death.” 

Officer: “Who said that?” 

Voice: “Patrick Henry.”—Awgwan. 


* * * 


With graceful feet, a damsel sweet, 
Was tripping the light fantastic, 
All at once she tore for the dressing 

room door, 
You never can trust elastic. 





East had 
stopped to change tires in: a desolate 
region of the South. 

“T suppose,” he remarked to a native 


The tourist from the 


onlooker, “that even in“these isolated 
parts the bare necessities of life have 
risen tremendously in price?” 

“Y’er right, stranger,” “replied the 
native, “and it ain’t worth drinkin’ 
when ye git it.” 


* * * 


Nip—“The girls in our office wear 
desk hosiery.” 


Tuck—‘what do you mean, desk 
hosiery?” 
Nip—‘“Roll tops.” 


* * * 


“What’s the fuss in the schoolyard, 
sonny?” asked a gentleman passing a 
ward school. 

“Why, the doctor’s just been around 
examinin’ us, an’ one of the deficient 
boys is knockin’ hell out of a perfect 
kid.” 


* * * 


BULLETIN: Any employee wish- 
ing to attend the funeral or marriage 
of a relative must notify Mr. Drake 
before noon of the day of the game. 


* * * 


——_. 
struggled to board a bus, 
your umbrella in my eye.” 

“Oh, no, sir,” replied the offender, 
“I positively assure you that you’re 
mistaken.” 

“Mistaken!” echoed the injured one. 
“Mistaken! I tell you, sir, that I know 
when my own eye is injured!” 

“Doubtless you do,” was the genial 
answer, “but you don’t know my um- 
brella. I borrowed this one yesterday.” 


yelled an excitable man, as he 
“you stuck 


* * * 


First Crook: “I’ve bin wonderin’, 
Bill—how does a man get his own 
money out of a bank.” 

Second Crook: “Easy. He jes’ forges 
his own name to de check.”—Kansas 
City Star. 
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S quality is always a first considera- 

tion with us we know that the metal 
used in our rivets is absolutely “right” to 
start with. This is also true of the fabri- 
cation of the metal into the finished prod- 
uct. As proof of these statements we in- 
vite a comparative test of the driving and 
setting qualities of our rivets with those 
of other make. 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 








TUBULAR RIVET & STUD 
COMPANY 


BOSTON 
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We advertise TYROD Hammers, 


but you wont have to! 





The man who uses a TYROD hammer 
for a week or even a day will never 
miss a chance to boost it. That back- 
bone wins them all. It’s unique. 


Backbone is right. It’s a tough steel 
tie-rod running through the differently 
constructed handle and adds marvel- 
ous strength. ‘It is an unparalleled 
triumph in hammer construction. 


Heavy strains which would wreck 
other hammers are withstood easily by 
TYRODS. We have yet to hear of one 
breaking in use. Its drop forged head 
ean't fly off. You can guarantee that; 
because we do. 


And though TYRODS are highest in 
advantages, they cost no more than the 
old fashioned type. They are ham- 
mers of rapid turnover and _ better- 
than-usual profits. 


Our descriptive folder gives the facts. 
Write for it, and details of our selling 
plan, today. 





A complete TYROD hammer 


exhibit free! 
We loan our dealers a beautiful sturdy display 
cabinet which silently proves TYROD’S 
superiority and builds up sales. 





AMERICAN HAMMER CORPORATION 


715 East 138th St. New York 
Western Sales Office: 
615 W. Washington St., Los Angeles, Cal. 
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‘| QUALITY SINCE 1869 





















Ask your jobbers 


salesman —Now 











Its a NEW name 








a NEW idea | 
| but an OLD product 























The D.W. BOSLEY CO. 


Chicago 
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Only skilled craftsman- 
ship and a high ideal of 
y mga makes possible 

€ precise uniformity 
and superior finish of 


CRIFFIN Hinges ee 


RIFFIN 





—Manufacturing Co 
ERIE, PENNSYLVANIA 








yanch Offices__, 
45 WARREN ST. NEW YORK 
74 W. LAKE ST. CHICAGO 
26 BINFORD ST. BOSTON 
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(Illustration is half size) 


A Profitable Year Round Item 
Rim Night Latch No. 3515 


Series 
No. 3515—Wrought Steel. Japanned finish, 


LSet Fries, OOl GOMGMicanc dace cvcees 26.40 
No. 3515 D—Wrought Steel. Japanned finish, 
List Prece, POC QOWUMs 6 cdc sccccecss $26.40 


No. 3515 DB—Wrought Steel. Dull brass fin- 
ish. List Price, per dozen........ 


Special Features 


Case—Solid drawn steel case of extra heavy steel, 
immune from breaking. 334 x 2% inches. 

Cylinder—Fl ive Pin-Tumblers. 

Keys—Three No. 11309. Practically unlimited key 
changes. 

Operation—From outside by key, from inside by 
knob. May be deadlocked from outside by turn- 
ing key a full revolution to the left. Bolt may 
be held back by stop on inside, and can be 
fastened in the locked position so that key will 
not operate. No. 3515D. Inside stop will hold 
bolt retracted into case and will also dead-lock 
it against key. Cannot be deadlocked by key. 


Brass Cylinder, Knobs and Bolt—the 
bolt has an unusually long throw. 


Eagle Lock Co. 


General Sales Offices 
26 Warren St. New York 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford St., Boston, Mass. 
Works at Terryville, Connecticut 


$28.90 


brass metal 
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aes IGHT, strong, fire-resistant— 
ke: quickly erected or re-erected [R23 
234 without special tools—and giving 10 

ul §©«to 30% greater storage space. 


To fit growing needs, additional units may be 
added later—or the entire installation moved 
and re-erected elsewhere, 

Allsteel Shelving has innumerable uses in office, 
store and factory, with low initial expense and RIE 
no upkeep. The Allsteel mark on shelving is ee 
your guarantee of permanent satisfaction. [R2:2::: 


Write for a copy of ‘‘Saving with Shelving’’ 


THE GENERAL FIREPROOFING CO, 
Youngstown, Ohio 
Dealers Everywhere « Canadian Plant: Toronto, Ontario 
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te OES" attach this coupen to your Arm letterhead @ == —~ ~~~ 8 


g The General Fireproofing Co., Youngstown, Ohio (H.A.) 

g Please send me without obligation a copy of your book “Saving with : 
g Shelving.” a 
el 1 
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Screen Wire Cloth. 


subject of screens. 





The “Home Town” Customer 


The Smiths, Browns, Joneses—about every 


family in your town knows him. 


A word from him means a whole lot, especially 


when that word is “Perfect” and the product is 


Because every home his family visits and every 
family that visits his home usually bring up the 


They just can't help advertising “Perfect”— 
their Windows, Doors and Porches are all screened 
with it. One tells another. 


Keep supplied through your jobber. 





hit ’ 
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LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 
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Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS OF THE SEVENTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Fereign Countries 

Retail enienes Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Stores carrying hardware in United States 
and Canada. 

Department Stores carrying hardware and housefurnish- 


» Masel the United States. 
n _y—~4 Agents in United States, Canada and 


Countries. 
aaa Accessories Jobbers. 
Dealers in Mill, Steam; Mine and Machinery Supplies. 
Export Merchants handling hardware and kindred lines. 
Sporting Goods Wholesalers and Retailers. 
— Order Houses handling hardware and housefurnish- 
gs. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Jobbers. 
Radio and Electrical Goods Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen's calls. Every sales 
manager should have one on his desk, and every salesman 
could profitably carry a copy in his grip. Since the previous 
jesue was published there have been more than 10,000 
additions and corrections, and these all appear in the 
Seventh Edition. 


Hardware Wholesalers find Verified List of great value in 
“‘checking’’ their retail prospect records. 


$12.00 postpaid 
Hardware Age Verified List Department 
239 W. 39th Se. New York, N. Y. 

















Tires and Accessories 
Belong in the 


HARDWARE STORE 


Manufacturers who want real distribu- 
tion will do well to cultivate the market 
available in the hardware field. 


Hardware merchants know merchandis- 
ing. They can sell accessories, thousands 
= already doing a good business in this 
ine. 


Tell them your story in Hardware Age. 
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BABCOCK 
Spruce Ladders 


Special strong, durable, 
Extension and Step Ladders 
for All Uses. 


Machinists 
Carpenters 
Painters 
Farmers 


Roofers 


Everybody that uses Ladders 


Write for Circular and Prices 


W. W. BABCOCK CO. 
BATH, N. Y. 


owen 


oo 








Mechanic’s Extension Ladder, Under Weight 1375 Pounds. 
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wood 


THE BRIDGEPORT SCREW CO. 





Bridgeport, Conn. 


Milton Pray Co., San Francisco, Los Angeles, Seatatle 


> 


Representatives: 
George E. Quigley, Detroit 


G. M. Baird & Co., Memphis, Tenn. 
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Here are a few 

of the many 
“YANKEE” Drills 
carpenters 
are buying 


rite 
'66444d 
or 






‘NORTH BROS. MEG. CO.., Phila., Pa. 


With a few of 
each on hand you 
gt can swing this trade 
ss =—Ssyourr way. 









Do not pass it up to your 
competitor. 
BETTER STOCK ’EM 
Your Jobber has them. 








Real Socket Wrenches 
Every Car Owner Will Buy 





Millions of motorists are first class prospects for REAL socket 
wrenches—like the Walden-Worcester set shown above. 
No. 309 SET 
An ideal car owner's set which offers a combination of Tee Handle, 

Offset Handle with swivel and nine popular sizes of sockets. 

No. 306 SET 
An inexpensive interchangeable socket wrench set designed espe- 
clally for individual car owner's use. 


Both seta put up in compact and con- 
venient leatherette cases. 


Ask your jobber’s salea- 
men or write us for 


These sets are sellin r ———_————3 
; : Wares | 
catalog No. 600. 


rapidiy wherever disa- 
played. 


WVRENCHES: 





Stevens Walden-Worcester, Inc. 


Successors to 
STEVENS & CO. 
Walden-Worcester, Inc. 


475 Shrewsbury St., Worcester, Mass. 











~«(CHICAGO) ~~ 


SPRING HINGES 
DOOR SPRINGS 


THE “CHICAGO” 
TYPE 280 


The “RELIANCE” is a 
POWERFUL and EFFI- 
CIENT door spring of 
extra heavy construction. 
The RATCHET TEN- 
SION ADJUSTMENT is 
very simple and efficient. 

The “CHICAGO” door 
spring is of substantial 
construction and SYM- 
METRICAL APPEAR- 
ANCE. All of the 
PARTS ARE _ FAST- 
ENED TOGETHER so 5 
they are never lost or mis- 
placed. 








THE “RELIANCE” 
TYPE 270 
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Send for Descriptive Literature 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 

















Growing demand tor 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros., "pa 


Selling Agents 
Wiebusch & Hilger, Ltd. 
New York 








No. 1111—6 inches Wide Heel Cat Back 
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CASEMENT 
OPERATOR 


This Operator has 
been on the market six 
years; has been used 
from Coast to Coast in 
all sorts of buildings— 
both public and private 
—so we will simply 
state here that it opens 
and closes Outswinging 
Casement Windows 
from within, locks the 





Fig. 1. 


sash in any position and 
is powerful enough to 
overcome binding and 
rattling. Screens and 
curtains may be hung 
inside without interfer- 
ing with operation. 


eyVVALVAYS 


Simple, strong, prac- 
tical and absolutely 
guaranteed; an asset to 
the popular outswinging 
casement. Placed on 


August 26, 1926 HARDWARE AGE 91 
top or within the frame- 


Leaves Wz 
(Reg. U. 8. Patent Office) 
WOOD SCREWS 
MACHINE SCREWS 
DRIVE SCREWS 
STOVE BOLTS 
| work as shown in fig- 


Se : ures 1 and 2. 
Samples Gladly on Request Circular upon request. Fie. 2. 
CONTINENTAL WOOD SCREW CO. THE OSCAR C. RIXSON CO. 


eS 4450 CARROLL AVE. CHICAGO, ILLINOIS 
New * U. 5. A. NEW YORK OFFICE, 101 PARK AVE., N. Y. 


































ws meen 300% Gain in Trade 


a RETAILS— 
Maroon, 8c per foot 
White, 10c per foot 


Easy to 
Apply— 
Tack on, 
Turn the 
Corners 








View of the spacious salesroom of Chas. W. Walmer 


Hardware Co., Wilkinsburg, Pa., which has increased 

[ e S —O r O Ul sales better than 300% on many lines within a period of 
less than six months. Refer to May 20th and June 3rd 

issues of Electrical Goods for complete story. Heller 


Wirfs Home Comfort Weatherstrip is nationally adver- Equipment played an important part. If you are seri- 


ously interested in increasing your sales MAIL COU- 
PON TODAY. Study the Heller plan, then let your 
own judgment tell you what to do. 


tised for you, the Dealer. When customers come in, this 
handsome display stand sells for you. We supply it with 
your initial order for one or more 500 foot reels. You 
cut off exact footage wanted, marked with a dot each 


foot. No waste or spoilage. Stand provides space for MONTPELIER, OHIO 
packaged, enameled, rust-proof tacks, and directions. W. C. Heller & Co. - 20 Vesey St., New York City 
Order direct — through sony jobber. — Jobber’s Please tell us how Chas. W. Walmer Hardware Co. increased 
name. Insist on getting the Genuine, made by sales 300 per cent. Send interesting literature on your service. 

E. J. WIRFS ORGANIZATION iil i epi benehatadade eeewsesbhutes eves tddcdneee 


Sole Manufacturers and Patentee 
128 S. 17th St., Saint Louis, Mo., U.S.A. DRE 46a Cbb dd dbddD HARD CKEEH ASG OKO O60 00500066000 880008 
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IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Matted Top Rib Single Barrel Shot Guns 
Ventilated Rib Single Barrel Trap Guns 
Double Barrel Hammerless Shot Guns 
“Hammer the Hammer” Revolvers 


Send for Dealer Proposition 


IVER JOHNSON’S ARMS & CYCLE WORKS 
332 River St., Fitchburg, Mass. 


New York, 151 Chambers St.; Ohicago, 108 W. a me 3 : 
San Francieco, 717 Market St.; New Orleans, La., 625 St 
Ogden, Utah, 2327 Grant Ave. 











TRADE- MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX,and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 













ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a patented 
process we increase the density of the steel 
around the socket-holes, so that even the smaller 
sizes will stnad all the strain the best made 
wrench can apply. The Allen process makes 
deep, perfectly-formed socket-holes—no chips in 
the bottom. e entire length of the ALL N is 
utilized either for solid metal ‘a the point, or depth of socket 
for the wrench. 1 sizes in stock from % to 1% in.; any 
length, point or thread. Also Socket-Head Cap Screws, Tap 
Extensions and Socket Wrench Sets. Dealers: Write for 
catalogue and sales proposition. 


The ALLEN MFG. CO. tartrorp, Conn: 











The Protective eae Sells It 


Our ILCO No. 202 
Night Latch has a Pat- 
ented Feature which 
dead-locks the 
Bolt and Inside 
Knoh when key 
is turned once 
backwards. 
Bolt cannot be forced back or lock 
sb opened from inside by the knob. 
Can also be used as ordinary night 
latch. A ready seller. 


Send for Catalog No. 7. 


CD INDEPENDENTIOCK' OCKCO.dD 


Fitchburg, Mass. 
Manufacturers of Cylinder Locks, Rie * inetde Door Sete, Glass 
Knob Seta, Key Blanks, Auto Switch Keys and Hardware Specialties 














American Steel & Wire 


Chieage, New York, Bestes 
Denver, Birmingham, Dalles 
 Wauikeg qo — 
| ST TACKS. Hot Ses AT i 
NAILS, SPIKES, St iiss hee , 3d oys! Aptheew 
Nati U. S., Monitor, hee ie lla Steel Gates. 
TEEL. POSTS. 


BANNER 
CON REINFORCEMENT. 
TIES: Old reliable brands. 


BALE 
TELEPHONE WIRE 
WIRE for every purpose. 


Quick Delivery. Write us for selling plane 














Stop Them with Snappy Signs 


Just as a traffic sig- 
nal sign stops motor- 
ists, so do National 
Show Card Signs stop 
customers. 

With our practical 
little outfit which 
doesn’t require experi- 
ence to use, any clerk 
in your store can make 
Snappy signs 
that will make 
people — “Stop— 
Look and Buy.”’ 
Small cost, big 
returns. Send 
for Complete 
Information. 
National Sign Stencil Co. St. P Meee 


Pacific Coast Office——-206 Chotiner iner_ Bide Los Anveles, Cal. 


























of QUALITY 


Manufacturers of the finest line of Garage Door Hardware. 
Recemmend Allith products for satisfaction. Let us send 
you our new Catalog. It is considered the most complete 
ever published—a request brings it FREE. 
P Representative jobbers distribute A-P 
a throughout the United States. 
Door Hanger Fire Door Hardware 
Garage Deer. Mes@ware Overhead Carriers 
Rolling Ladders Spring Hinges 


ALLITH-PROUTY CO., Danville, Ill. 








Cover— 


Every advertisement, story, edi- 
torial and market report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 


Read Hardware Age as a duty to 
yourself. 
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THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 


FAST SELLING TIPS FOR ALL PURPOSES 
370 ATLANTIC AVE., BOSTON, MASS. 


tects 
























































DROP FORGED WELDLESS 


EYE BOLTS 


ROLLED THREAD 
GALVANIZED OR PLAIN 


ae 


YY,” Diam. with Eye 7%” Inside 





Better %" ts i 2a" 
Machine Screws nn 72 
for the Quick Shipment 
Hardware Trade 
Oliver Iron and Steel Corp. 
HARVEY HUBBELL= 1001 Muriel St. 
ee Oe cex PITTSBURGH, PA. 


MEW YORK. N.Y. 
30 EAST se08 6 


\ 0 


—a 








ESTABLISHED 1863 


























Bronze ana Copper 
FLY SCREEN CLOTH 


Spargo is real fly screen cloth that looks the 


part. 
And besides its attractive appearance, du- 
rability is woven into every square foot of it. 


Write for prices. 


Spargo Wire Co., Rome, N. Y. 
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WANTED REPRESENTATIVES 






FENCE 


1H€ STEWART | RON WORKS CO. 


CINCINNATI. “OHIO 


























225 Stewart BLOcK 

















Sterling Hack Saw Blades 


Try them, Mr. Dealer. We'll send Samples 
W rite for Catalog and Prices. Sold by Jobbers. 


Diamond Saw & Stamping Works, Buffalo, N. Y. 

















Waste — Mops — Wicking 
Cleaning Cloths 


Caulking Cotton—Chemical Cotton 
tton Clotheslines 
Send for samples and prices 
MASSASOIT MANUFACTURING CO. 
Fall River, Mass. 
New York Office -----+ ++ +6 350 
Chicage Office 





- Ss. A. 
Broadway 
eeeee @ 1898 West Madison St. 
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WINSLOW'S 


The Samuel Winslew Skate Mig. Company 
Worcester, Mass. 


















NONE BETTER 


SOCKET WRENCH SETS 
NINE DIFFERENT SETS 


New Britain Connecticut 











SUESTEH——— 
Wright’s Jennings Auger & Car Bits 
High Grade 


The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 














oroP 
FORGEO 
weu ° 


screw “TF NOX” orivers 





uns a SR 


“The Tools in Lhe Grail Bow” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


RACK SAWS - GAND SAWS — SCREW ORIVERS - GLASS CUTTERS 








Makers of Every Kind 
of Screw, Nut and Bolt 


L 


Pacacbannannnn 


The Corbin Screw Corporation 


The American Hardware Corporation, Successor 


229 High Street New Britain, Conn. 


Western Factory: Dayton, Ohiec 





Sn the Odor of Otis.” 





fer ‘Furniture Floors and Woodwork 


Bouquet-Brownson Co.Ine. Ot “Paul, “Winn. 


DOMES of SILENCE 


The perfect Furniture Footwear! Every 
home needs several dollars worth-- Display 
our Cabinet! Write for particulars. 








Domes of Silence Division, 
HENRY W. PEABODY & CO. 
17 State Street New York City 

















” FRUIT PRESSES 


Mor J U1 1C @ GRAPE CRUSHERS E 


CIDER MILLS 


Money-Makers for You. Write Today 
For Catalog and Prices 


CROWN MFG. CO. 





Box 227 








PHELPS, N. Y. 








Confidence in Ekampin, Brand 


Tungsten Lamps is shown by 20,000 re- 
tailers and 500 jobbers who sell them. 
Censolidated Blectric 
Lamp Co. 

DanVers, Mass. 

"Licensed under the General Elect rie 
Company's Ineandescent Lamp Patents.’ 














TRADE MARK 
BROWN & SHARP! 


BROWN @ SHARPE 
suelo) oN. 
Nilade Best 










=30 uw SBURGH 3 
Pruf Products ff 


—a Soe ee ae 
PITTSBURGH PLATE GLASS €e) 





| 


\\\V\\ 





to handle. 





SIDE LINES FOR SALESMEN 


Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? Give detaile—insert your ad in the “Classified 
Opportunities Section” of this paper and you'll be reasonabl 
reliable salesman to represent you. 


y sure to find s 
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One of the Most Remarkable Tools for Wood 
F ORSTN ER B I TS Working Ever Invented for Ries and Machine 
Be ar Ay ea Fe a ay ae ee 


boxes, fine and 
scroll twist po the gg woth my rib i daaliiek ond Pasa aa 


THE PROGRESSIVE MFG. CO. --- TORRINGTON, CONN., U.S.A. 























Recommended by 250 Jobbers | 


HEN you stock Brush- 
Nu, you are selling the 
best brand of paint 

brush cleaner. Softens the 
hardest brushes in five to ten 
i minutes. Over 250 leading 
jobbers recommend and dis- 
tribute it exclusively. 


MSKAY TIRE CHAINS _ | 31°F ToDo Brush.Nw 
° PAINT BRUSH CLEANER ‘ 


Orper Two Dozen From Your JosBper Now 


Mfg. by BRUSH-NU COMPANY, Baltimore, Md. 
Warehouses New Oriean: Chicago San F ranciseo 


MYERS Tine | 
DERS 


M-KAY: x0 BUMPERS 


—and the better black chains in the red 
band bag are both of them profitable to 
sell. And they do sell. Get our proposi- 
tion and profit. 


UNITED STATES CHAIN & FORGING CO. 
UNION TRUST BLDGC., PITTSBURGH, PA. 





































RANITE STATE 
LAWN MOWERS 








are good merchandise to carry from 
a sales standpoint—and A-1 value 
from the users. viewpoint. 


You'll like them. 





Granite State 
Mowing Machine Company 











DROP FORGED] | Robertson “Horseshoe = her Hammers 
a R E N C H E S Permanent magnet which holds 7 i0' oe pe 








and proportioned stiff. the tack in position for driv- aa 
strength. ene aa ing. Awarded the Silver Medal craven 
(the highest offered) at the Panama-Pacific Exposition. 


and “uniform in machining and faish. Send for 














Ontalog Ata pane, po design trade marks registered U. 8. Pat. Off. 
814 ARMSTRONG BROS. Peis ag 8. A. ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 
BARROWS 
ere LUMBER CRAYONS 
et Cae STANDARD CRAYON CO. 
G WAUKEE Danvers, Mass. 


STERLIN 
WHEELBARROW CO. WISCONSIN 


STeALIUAa °° "= E AXES 
HANDLES ee 


For Small Tools, Utensils, Electrical Goods, Bite. RIXFORD MFG. CO. 


| Enemeling, beth baked ond air dried. 











STRATTON MFG. CO. Stratton, Maine East Highgate, Vt. 
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Classified Opportunities 





) Classified Advertising Rates 





. Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


Positions Wanted Advertisements 








Average !0 words to a line 
Allow One Line for Keyed Address 








' . ee .«-- $5.00 50% off the above rates 
Opportunity Exchange Section Each additional inch............ 0 | am enone 
s your ady replies 
Set Solid, Minimum of 5 lines... . $3 00 en pm pa > sel 
Each additional line........... .60 . . ortisi tunities, 239 West 39th St... N 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Adv _—_ York City payin 
Each additional] one line....... .60 4 insertions, 10% off; 8 insertions, 15% 
Hargpwake AGp is published each Thursday 


Remittance Must Accompany Order P 





Forms close Ten Daye — to date of 
ublication 














BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








PROMINENT WHOLESALE AND RETAIL HARDWARE and mill 
supply house in New York City desires to dispose of their fast growing 
business. Stock $35,000—fixtures $10,000. Annual sales $100,000 with 
no salesman out. Enjoy distributing lines and all high class selling 
accounts, extremely low overhead. - Excellent opportunity to increase busi- 
ness threefold. Address Box H-228, care of HArpware Ace, New York. 
FOR SALE—AN OLD ESTABLISHED HARDWARE BUSINESS 
at Chester, N. Y., Orange Co., fifty miles from New York City on main 
line of Erie R.R. Stock will inventory about $12,000. Population about 
1300 5 pew large farming section to draw from. C. S. HUNTER, Chester, 
New York. 











LARGE HARDWARE, HOUSE FURNISHING AND general mer- 
chandise store, situated in the heart of the town, good steady income. The 
only store of its kind in a fast growing community. Owner retiring. 
$5,000 cash required. H. SORGEN, 133-06 Rockaway Blvd., So. Ozone 
Park, Long Island, New York. 





WANTED—Hardware Store in town of 5,000-10,000, located in South. 
ern New England or New York; inventory $10,000-$15,000. Must be es- 
tablished and going proposition. Address Box H-188, care of Harpware 


Acz, New York. 


RETAIL HARDWARE BUSINESS, excellent location, below Four- 
teenth Street, New York City, old established concern with good earning 
record. Advantageous lease. Offered to settle estate of recent owner. 
For further details write Box H-223, care of Harvware Ace, New York. 








AN OPPORTUNITY for a live wire business man to buy a paying 
hardware business in the center of the business section of a growing 
town thirty miles from New York City. Small rental. Stock inventory 
$5,000. Address Box H-209, care of Harpware Ace, New York. 


FOR SALE—Hardware business in growing town, 28 miles from New 
York. Price $8,000. Address Box H-197, care of Harnpware Acz, New 
York. 








ears by the late C. W 


FOR LEASE—Store occupied for thirty : 
erkimer, New York. Ad- 


Palmer Hardware Co., Palmer House Block, 
dress H. D. McINTOSH, Herkimer, New York. 





WE MANUFACTURE FOR YOU. Company making steel office furni- 
ture is open to contract fabrication in quantity of anvthing suitable for 
their plant. Address Box H-222, care of Harpware AGE, New York. 











FOR SALE—FEstablished paint and hardware store. Located in factory 
section of Long Island City. Stock will inventory about $5,000. Ad- 
dress Box H-227, care of Harpware Acre, New York. 


HELP WANTED 


WANTED—Excecutive manager, retail and wholesale hardware, 35 to 45 
years of age, with experience and ability in management and financing; 
must be able to invest in stock of concern: location Middle West. State 
age, experience, references and salary expected. Address Box H-194, care 
of Harpware Ace, New York. 











ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpware Ace, New York. 








HARDWARE SALESMAN—New York hardware catalogue house has 
opening for Al representative Chicago and west Candidate must have 
well established trade and know line thoroughly. Write in confidence, 
giving full details to Box H-164, care of Harpware Ace. New York. 

WANTED—An experienced man as Assistant Manager of a Compiling 
Department of hardware catalogs. Must be a man of experience and 
competent Unusual opportunity for the right man. Address Box H-216, 
care of Harpware Ace, New York 








To sell established line of levels and plasterers’ 


SALESMEN WANTED 
Address Box H-220, care of HArpware AGE, 


tools. Commission basis. 
New York. 





WANTED—Experienced young salesman, builders’ hardware, for Orient. 
Address Box H-172, care of Harpware Ace, New York. 








DISPLAY ADVERTISING AND SHOW CARD MAN wishes per- 
manent connection with large hardware concern. Prefers locating in 
Central Western States. Eight years’ practical experience. Can furnish 
reference. Address Box H-211, care of HArpWArE AcE, New York. 

WANTED POSITION by an all around hardware man. 19 years’ 
experience, 17 years with same firm. Can do buying, pricing as well as 
selling from behind the counter. Address Box H-210, care of HARDWARE 
Ace, New York. 








EXPERIENCED RETAIL HARDWARE MAN desires permanent con- 
nection in Atlanta. At present employed as manager and buyer for large 
retail concern in New York State. Good reason for change. Can furnish 
good reference. Address Box H-225, care of Harpware Ace, New York. 





HARDWARE SALESMAN, intimately acquainted with hardware trade 
of Michigan, 15 years sales experience, open for good connection manu- 
facturer or jobber. Address Box H-219, care of Harpware Ace, New York. 





SALES ACCOUNTS WANTED 








Competent, experienced specialty Sales Agent 
would represent one American manufacturer in 
Sweden with lines of good hardware specialties 
or novelty machines. Address Box H-214, care 


of HARDW ARE AGE, New York. 











PROVEN PRODUCER POSSESSING FINESSE, character 
and personality, forty years of age, married, wide ac- 
quaintance with wholesale and retail hardware, electrical 
and auto accessory trade of Missouri, Kansas, Nebraska, 
)} Oklahoma, desirous of making permanent connection as 
manufa¢turer’s agent. Lines must be highly competitive. 
Reliable, satisfactory reference. Address Box H-140, care 
of HARDWARE AGE, New York. 








| 
= 








A SALESMAN OF EXPERIENCE having established business in 
Minneapolis, St. Paul and Duluth, selling jobbers and larger ‘buyers, is 
about to associate himself with another experienced hardware salesman, 
and will want one or two strong lines to handle on a commission basis. 
Any manufacturer wanting this field thoroughly worked by efficient sales- 
men, at a minimum selling cost, we will be pleased to correspond with, 
hardware or kindred lines preferred. Address Box H-224, care of 
Harpware Ace, New York. 





SALESMAN WITH EXECUTIVE ability, calling on hardware and 
department stores in Southern California, desires a line with exceptional 
merit. 5 years experience. Address Box H-217, care of HArpWAre AGE, 


New York. 





WANTED—REPRESENTATIVE LINES on commission basis for New 
York, New Jersey and Long Island, have car. 15 years in retail business, 





giving it up. Well acquainted with the trade in a personal way. Address 
Box H-218, care of Harpware Ace, New York. 
FLORIDA REPRESENTATION. Manufacturers Agent with 15 


years experience will represent a few selected accounts of hardware, sport- 
ing goods, and cutlery manufacturers in the State of Florida. Address 
Box H-221, care of Harpware Ace. New York. 


MANUFACTURERS’ AGENT covering Eastern Pennsylvania, North- 
ern New Jersey, Delaware, Maryland and District of Columbia can handle 
another good line to wholesale and large hardware and mill supply trade. 
Good following. Address Box H-144, care of Harpware AGE, New York. 


IF YOU ARE NOT GETTING your share of business, or need repre- 
sentation in territory from Denver, west, and want a real live sales organ- 
ization with good standing among the hardware and_ accessory jo : 
address Box 7172-A, care Harpware Ace, Otis Blidg., Chicago. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 





SALESMEN calling on Jobbers, Department Stores and Housefurnish- 
ing trade; big selling aluminum household specialty. Liberal commission. 
State experience, lines handled and territory covered. We only want those 
who can “make good.” 

CHARLES H. KL EIN SPECIALTY CO., 
City, N. J 


401 St. Paul’s Ave., 





MANUFACTURER OF POPULAR-PRICED lawn sprinkler and hose | 


clamps wants salesmen now calling on retail hardware and department 
stores. Must be experienced and capable missionary man. Good com- 
mission and exclusive territory to right men. Give full particulars as 
to present lines and territory covered. ALSTEEL MFG. CO., Battle 
Creek, Mich. 


LARGE MANUFACTURER OF METAL MOULDINGS and shapes 
desires competent representatives in open territory. Contract department, 
stampings, plating, enameling, forging, etc. Address Box H-226, care of 
HarDWARE AGE, New York. 











Let US Help You Word Your “Want.” 





SALES REPRESENTATIVES WANTED 





eine eetlineatimeadtiaanantieaatl 
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For those our proposition is a good one. | 
Jersey | 





WANTED 


Manufacturers Sales Agent 


To sell a complete line of high grade edge tools 
in New York State outside of the Metropolitan 
district. Must have an extensive experience 
and established jobbing and retail hardware 
trade. References required. Address Box H- 
215, care of HARDWARE AGE, New York. 

















Paint, 

Like 
Advertising, 
Works 
Wonders 


medium. 





ware Age. 





MILLION dollars a letter is the value placed on a slogan 
used to advertise Paint and Varnish. 


What made the “Save the Surface” slogan so popular— 
good advertising and the thought it contained: 
property as well as improve its appearance. 


Now Paint, like advertising, can be made to work wonders. 


But don’t expect dealers to spread your paint story and 
consumers to spread your paint unless you mix your paint 
message with good advertising and spread it in the right 


To save 


That medium is the “Monthly Paint Section” of Hard- 














Get an ‘‘Edge’’ on Sales! 


Dealers are deing it with the Dasey 
“Sharpit.”” It puts a keen edge on any- 
thing——knives, sciasers, sickles, teels. A 
quick and ready seller—and « prefit 
producer. 


DAZEY CHURN @& 
MFG. CO. 
4301 Warne Ave. 
St. Louis, Mo. 






PRIEST’S CLIPPERS 


have been the standard 
since 1865. Style shown 
our Shaver No. 00 is a big 
seller for home use. 


American Shearer Mfg. Company 
Nashua, N. H. 

















J. L. THOMPSON MEG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 








American Can Company 


CHICAGO 


NEW YORK 







SAN FRANCISCO 


Lithographed 
metal displays 
and signs. 


Cans for all 
purposes. 





| ELEVATORS 


DUMBWAITERS 


Write for Our Catalog 


ENERGY ELEVATOR CO. 
211 New Street, Philadelphia 















CATALOG of TOOLS 


and Supplies for Stone Working 


Just off the press— 
free on request, send for it today 


TROW & HOLDEN CO. 


Barre, Vermont 
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The REAL Proof of the Pudding 


is the SELLING of it 


Many a poor guy ate pudding and it didn’t prove a thing. 


But the fellow who put it on the market and tried to sell it had the 
right idea of a test that did mean something. 


About eight years ago we began to make levels. We started from 
scratch—or worse. Our floor space measured 10° x 17’ and two 
of us made our first month’s supply of levels in fourteen and a half 
days. 


Today we are the largest manufacturer in the country specializing 
in the manufacture of Levels. 


Sounds like we are blowing the well known horn but here’s the 
point: When we started in to make levels we had one advantage— 
we had used levels and we knew what grief there was connected with 
a bum one. And honest we were plumb scared to death to make 
anything but the most carefully constructed tool. We didn’t know 
then how important a step we had taken, but we do know now that 
quality put Empire on the map. 


Quality will put you on the map, too, Mr. Dealer—and that goes 
for Pudding, Levels or Lollypops. 


If you are looking for cheap stuff to sell remember that no matter 
how low you go there is always some one who will try to make you 


look like a bloated profiteer. 


Thousands of dealers have learned that Empire Levels give their 
customers their money’s worth and bring them back into.the store for 
more merchandise. 


You'll never go wrong on the Empire line. 


EMPIRE LEVEL MFG. CO. 
MILWAUKEE, WIS. 
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FOR PAINTING -VARNISHING 
ENAMELING - LACQUERING 


. KALSOMINING  ~ 
im - A 









rn DR stt COMPANY 
See leew Oh tree Brweh- 
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Making It Easy for: You to Sell Wooster Brushes 

















Every worthwhile buyer in your own ers, illustrated folders, movie slides, life 

community is influenced by Wooster ad- size cut-outs of “Ted the Tester,” and the 
. . . a 6 + 

vertising. You can reap the full local Wooster Selling Chart for your sales 


benefit if you direct the ever growing force. Wooster Brushes In your store 
; ae 6 a make every Wooster advertisement your 
demand for Wooster brushes to yo advertisement in the territory you serve. 
store. To accomplish this, Wooster sup- Wooster Brushes are made only by the 
plies effective window displays, stream- Wooster Brush Co., Wooster, Ohio. 


Tot THE WoosTerR Brusx.Co 


“Ou tietametcne WOOSTE, 


WOOSTER BRUSHES 


FOR PAINTING—VARNISHING—ENAMELING—LACQUERING—KALSOMINING 

















